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Young America 


. . r ‘ 
is “voing Tyrolean 


... vou cash in 


on this fashion trend 


with Gallun’s 


“4 This famous vegetable tannage is a “natural” for added 
sales appeal in your version of the walled-last, square- 
toe shoe. This new type, inspired by the sturdy foot- 


wear of Tyrolean peasants, now is sweeping the country. 
It is a leader in popularity for campus and country wear. 


With its rich, hand-boarded grain, Norwegian Calf, like all Gallun vegetable 
tannages, is glove-soft at the first wearing — and retains its pliability after 
repeated wetting and drying. It stands up admirably under hard wear, holding its 
shape and appearance. There is no free acid to affect the health of sensitive feet. 


Leading manufacturers feature Norwegian Calf in shoes for all occasions, for 
men and women. Here is a leather that provides you with talking points on 
the sales floor and builds your customers’ confidence by backing up your 
claims. Check the Norwegian Calf numbers in making up your next eee. 
A. F. Gallun & Sons Corporation, Milwaukee, Wisconsin. 


GALLUN 


LEMME 
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MIAJOR BENJAMIN H. NAMM, 
president of The Namm Store, 
Brooklyn, N. Y., says: “I have 
spoken to the owners of big stores 
in the West, owners of medium- 
sized stores in the East and the 
owners of little shops in the North 





and in the South about the things 
that business men do to promote 
recovery. Every answer was both 
prompt and affirmative. I believe 
that virtually all of the million mer- 
chants in this great country of ours 
are ready and willing, as never be- 
fore, to do their utmost to promote 
recovery. They have unbounded 
confidence in themselves, their 
country and the economic system 
under which they have gained so 
many blessings. They have just one 
plea, however. ‘Let the lights be 
green!’ They want less regimenta- 
tion and more cooperation. They 
want less government in business 


and more business men and _ busi- 
ness methods in government. 

“Given these things, they will go 
forward with faith and confidence, 
marching shoulder to shoulder with 
government, labor and consumers 
toward the kind of prosperity that 
only) Americans—enlightened, en- 
thused and determined—can hope 
to attain. 

“In this great rich, and wonder- 
ful country of ours, no one can stop 
us but ourselves!” 


LL OUIS E. KIRSTEIN, Vice Presi- 


dent of Wm. Filene’s Sons Com- 
pany, Boston, says: “The nerve 





center of the retail store is not in- 
side the store. It is not the presi- 
dent, not the buyer, nor anyone 
else in the store. It is the customer. 
This is a fact—and facts are stub- 
born things. Nor does anyone 
realize this more than the retailer 


[11] 


himself. The retailer knows from 
hard experience that he is success- 
ful in direct ratio to his ability to 
satisfy that customer, day in and 
day out. In the end, she is the boss. 
Let the retailer stop catering to her 
and he loses his job or his 





WM. J. MONTGOMERY, Vice 
President, Ernest W. Brown, Inc., 
says: “Unless you have read recent 
accounts of the hurricane appear- 
ing in January publications, such as 
those in Harper’s Magazine and the 
Geographic Review, you may not 
be aware of the fact that the damage 
to property in the New England 
hurricane was the greatest ever 
done by a storm anywhere in the 
world. Recently, Mr. James H. 
Kimball, Chief Meteorologist, New 
York District, has estimated it at 
nearly 400 million dollars. 





[12] 


“In order to fix this gigantic loss 
in relation to other storm losses, we 
can compare it to the Weather 
Bureau’s estimate of 76 millions of 
damage to property in the Florida 
hurricane of September, 1926; 25 
millions for the storm in 1928, and 
30 million dollars in the Galveston 
hurricane of September, 1900. 

“The modern windstorm contract 
covers damage by wind, whether 
such be classified as hurricane, 
cyclone or tornado. The use of the 
several names in windstorm con- 
tracts is an outgrowth of the custom 
in different parts of the country of 
referring to the hazardous wind- 
storm by its local name. 

“The size of this loss stands out 
when it is realized that the total 
claims for windstorm losses paid 
by practically all the stock insur- 
ance companies in the United States 
during the last ten-year period was 
just about 150 million dollars, or 
one-half the total estimated damage 
caused by this one event. The total 
estimated annual fire losses is under 
300 millions.” 


ARTHUR B. BEGAM, Store Man- 
ager, Hearn Department Stores, 
Inc., says: “Within the next four 
months a great World’s Fair will 


be opened here. The finest examples 


of modernization of industrial 
products, housing, transportation, 
scientific developments and even 
streamlined amusements, will be 
brought together here. The best 
minds in these fields have labored 
for nearly two years to assemble the 
outstanding examples of this 
modern trend. 

“Consider for a moment the ef- 
fect upon the minds of over sixty 
million people who will be brought 
in intimate contact with startling 
new ideas and fresh embodiments 
of this tendency. 

“The old home town will never 
look the same when Bill Smithers 
gets back to Main Street. The old 
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—Medical science has, only in re- 
cent years comparatively speak- 
ing, discovered the value of 
Vitamins to the human body. 

—Vitamins, which are substances 
existing in minute quantities in 
natura foodstuffs, supply the 
“deficiency causes” of various 
human disorders. 

—Business science is now in proc- 
ess of discovering that there are 
Vitamins which are just as essen- 
tial to the economic body. 

—Vitamin C, for example, con- 
tains the Confidence substance 
which is so lacking in much of 
business thinking and action now- 
adays, but which is vitally need- 


ful for economic progress and 


a perity. 

itamin C cannot, unfortunately, 
be supplied in tablet form—it 
must come from the heart and 
the mind. 

—But with general conditions im- 
proving (and they are improv- 
ing) will come a new spirit of 
agqressive action on the part of 
business and capital. 

—And then Vitamin C will be work- 
ing overtime. 


es 2 


President 





two-story shanties will seem to have 
aged tremendously overnight and 
when he steps inside the General 
Store, he will be more confused 
than ever. To the natives he will 
tell expansive stories about the 
striking new color effects, materials 
and smart presentation of com- 
modities. Actually, he will become 
modernized in his outlook and will 
hereafter sense the difference be- 
tween the backwardness of the old 
methods and what he has seen. 
“Bill will further realize that the 
old landmark, represented by the 
Drug Store, Clothing Store, or the 
General Department Store, has less 


appeal for him than the spic-and- 
span stores which he saw on his 
visit to New York. To him the 
World’s Fair seemed to have spread 
all over the metropolis, even though 
he saw here and there a store that 
was reminiscent of his home town. 
What was good enough for father 
is no longer good enough for Bill. 
Time transmutes all things and re- 
tailing is no exception to the rule. 

“The idea of continuing the old 
landmark is erroneous. For lurking 
in the back of all minds is that urge 
to leave the old and go to the new. 
That is the spirit of the world today 
as witnessed by the violent differ- 
ences of opinion among peoples all 
over. That is the spirit of the 
present-day shopper and whether 
we like to go along or not, we can- 
not sweep back the tide.” 


* * * 


HEILDEGARDE FILLMORE of 
McCall’s Magazine, says: “The kind 
of glamour that makes profits for 
stores seems to be slipping out of 
the reach of a large section of the 
population. Pre-depression young 
women of my generation grew up 
with a keen desire for the kind of 
occasion that meant lifting one’s 
self out of the humdrum of every- 





day. Parties where you wore your 
most enchanting clothes, used a 
special, haunting perfume, tried out 
a complicated and alluring make- 
up, and had your hair done in a 
lovelier style. That was social suc- 
cess, measured in terms of beauty 
and charm, with a touch of luxury. 
You couldn’t have been a social 
success by running up and down 
the aisles of a movie theater while 
a swing band played. You couldn’ 
get anywhere wearing dirty saddle 
oxfords, loud socks, casual skirts 
and sweaters, and no hat over 
casual iocks. You were always 
striving for occasions when you 
could wear a revealing gown, when 
you could make an impression. And 
you persuaded your escort of the 
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evening to wear a dinner coat, even 
if he had to stint on lunch and 
cigarette money to take care of the 
upkeep! 

“Now is this fundamental inner 
urge for beauty with a touch of 
luxury dead? Certainly not—it’s 
just dormant. If you travel around 
the country much, as I do, and keep 
your eyes on the younger customers 
who, in a year or so, should be the 
backbone of the retail business, 
you'll see plenty of evidence that 
there are large groups clinging to 
the old glamour urge. In hotels, 
dance restaurants and the like you'll 
see plenty of pretty girls wearing 
long, sweeping dance dresses trying 
to be oblivious of the fact that the 
boy friend is wearing his business 
suit. This is the glamour-lady im- 
pulse coming up, and I say it oughi 
to be given a helping hand. The 
high style arbiters just say ‘bad 
taste’ and dismiss it. But there’s 
more to it than that. The little 


stenographer actually can buy a 
presentable dancing dress within 
her budget. But nobody has done a 
comparable job with the dinner 


coat that makes her youn; boy 
friend match his glamour girl. What 
this country needs is not a good 
five-cent cigar, but a good, moderate 
priced dress-up outfit for men 
which the boy on the tiny salary, 
who wants to go places and do 
things, can afford. And we can’t 
fool ourselves about the fact that 
masculine company brings out the 
most concentrated effort toward 
glamour in the feminine contingent. 


“What I’ve been trying to show 
—and I hope you recognize my pic- 
ture as a fairly accurate one—is 
that we haven’t really taken this 
glamour business with enough 
seriousness. To put it bluntly, we 
need more dressing up and going 
out. More glamorous party-giving 
at home. More inexpensive, glam- 
orous dancing places for our 
young people. More dinner coats. 
Higher glamour standards where 
they have been allowed to grow 
shabby.” 


S6@)NE sure way to make Janu- 


ary and February interesting 
months to our clients and to in- 


crease our sales figures, is to show 
brand new advanced Spring mer- 
chandise while the other stores are 
having their sales,” remarked Lester 
Baymer, whose Hollywood Bootery 
is in Hollywood right in the center 
of things on Hollywood Boulevard. 
“One little corner of one window 
may have a few shoes priced low 
to catch the window shopper, but 
the rest of the displays are our 
best grades and best patterns for 
Spring. This year we tried out a 
new simple little shoe for active 
sports wear. This is a sort of a 
glorified ‘slack’ type. A very short 
vamp, closed toes, closed heel, low 
10/8 leather heel and very flexible. 
This shoe, made in black, blue, 
brown and white buckskin is every- 
thing that our regular high-styled 
shoes are not. Many people bought 
it for desert wear, while others 
bought several pairs for deck wear 
and some even considered this shoe 
ideal as a sort of a comfortable 
thing to wear after skiing. How 
they sold!! In the dressy after- 
noon and street types, the great 
interest is in the red family, after 
blacks of course. Vivid reds, to- 
gether with the newer shades of 











blue are running neck and neck. 
The January action on browns and 


tans seems to be over now.” 
7 * _ 


ALEX MACK, who started the 
vogue for wooden-sole shoes by 
bringing Murmi’s hand-made Fin- 
nish clogs into America and pro- 
moting them on Fifth Avenue and 
in Life, etc., stands in utter amaze- 
ment at American business methods. 
For example, he discovered that a 
prominent store had one pair in 
stock and from that sample had 
been taking orders from the pub- 
lic—and plenty of them. Then, in- 
stead of shipping the original hand- 
made Nurmis, the customers re- 
ceived a much cheaper substitute. 
He said: 

“Nothing like that could ever 
happen in Finland. In fact, no 
business man would have dreamed 
of doing it. I am proud of our little 
country, Finland, the land that pays 
its debts and would like to do a 
little trade with the United States in 
a non-competitive item like wooden 
clogs which are made completely 
by hand from arctic birch and spe- 
cially cured cowhide. A skill handed 


down over the ages.” 








“But | can't rob this guy. He sold me de foist pair of comfortable shoes I've had 
in years.” 








SOUTHWEST 


Seleets Its 
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MUCH Ade abeut Color as Merchants 


Meet in San Antonio and Tatk of Styles 


for Spring and Summer—Platforms Strong 
in the Casual Types, with Consideration of 


Buyers Concentrated on Salable Patterns 


by HARRY R. TERHUNE 


SHOES 


Nail head sport sandal in Japonica and white. Wolf-Tober. New rocker bottom 
Cool-ee in violet and “Genevieve Blue.” Joyce, Inc. Toast calf, trimmed in white calf, 
with white calf platform. Walk-Over. 


COLOR was definitely the most dis- 
cussed phase of shoe selection at the great buying fair 
of the Texas-Oklahoma Shoe Retailers Convention re- 
cently held in San Antonio. Immediate members and 
close relatives of the red family came in for the greatest 
amount of deliberation. 

A diary of the red family of colors, which naturally 
includes the reddish tone browns, plums, fuchsias, and 
wines, of course, might have read something like this: 

January 15. Looks like our family is not very well 
liked for Spring. 

January 16. Some of the “wise buyers” are looking 
at all lines for outstanding reddish tones in all materi- 
als, however they feel Cranberry’s name should be 
changed due to the Thanksgiving-Fall suggestion. 

January 17. Several of the conservative buyers in the 
high grade field are detailing shoes in the new reddish 


January 18. Apparently there is a trend for the wine, 
terra rose, offred and the reddish browns which will 
hold through the late Spring and right into Summer. 

Competent observers sense this red trend to include 
all materials as calfskins, kidskins, reptiles and fabrics. 
In the case of bright reds, white is always used as the 
complementing color, while many white shoes are de- 
tailed with red accents for after Easter retailing. 

Next in consideration with the buyers are the Toast, 
Taffy and Caramel or neutral beige tones. There is no 
discussion on the acceptability of these shades, as many 
predicted they would rank next to the blues or third in 
importance when considering black. Buyers’ orders 
showed a systematic selection of the neutral beige tones 
as this color looks so well with both dark and white 
clothes. It was heavily selected in elasticized suede and 


alligator. ee 
A further study of placed orders at this show re- 
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A Taffy alligator and Rust sueded leather. 1. Miller & Sons. Elasticized Doeskin in 
hand-laced Flight pump. Schwartz & Benjamin Co. High grade Mesh in Japonica 
with matching calf trim. Queen Quality. 


vealed, in addition to all-white shoes, a great variety of 
colors which will sell along with black patent in late 
Spring and Summer. 

Questioned buyers refused to pick one single color on 
which “to hang their hats.” 

Blues were selected by many to be the second seller 
after blacks. This opinion was so generally accepted 
that there was practically no discussion on blues. 

Exotic types of patterns did not arouse even passing 
interest. Nearly all action was centered on the general 
pattern types illustrated here. This is good for the in- 
dustry, as the resulting shoe stocks will be more saleable 
and easier to fit. Buyers gave careful consideration to 
balanced pattern selection in guarding against over- 
playing the open toes and open backs. Many smart 
closed heel and toe patterns, some with open shanks or 
openings in the vamps, were selected. 

This reporter noted a renewed interest in the newer 
strap patterns. Dutch types, with slight rocker bottoms, 
will carry through and replace the old shawl tongue 
affairs. 

A great amount of interest in casual and playtime 
shoes was evident in every sample room having shoes 
of this nature. Buyers who had previously handled such 


shoes quite lightly, now gave careful consideration to 
the many kinds of casual types, because of the great 
swing toward lower heels. With women wearing so 
many sporty tweeds, slacks and casual clothes, smart, 
comfortable shoes were widely selected. Buyers con- 
sidered most of these shoes as extra pair sale proposi- 
tions, so bought them just as far across the board as 
their budget limitations would permit. 

Some buyers concentrated on solid colors in patent 
leather, colored calfskin and buckaroos for the casual 
kinds. On playtime shoes, color contrasts were the rule 
as shoes in this category are naturally colorful. 

Cork soles with woven linen uppers were again 
bought for volume selling. Considerable action was evi- 
denced in the better grades of woven shoes, both those 
with crépe and those with leather soles. Only a little 
interest was noted in the modernistic wooden clogs, as 
there was a feeling of their being rather an “in and 
out” proposition. 

Few of the old classic types of spectator sports were 
rebought. Unlined crépe soles were selected as being 
much newer than the old saddle patterns. In spectator 
sports, especially in the pumps, were many white 

[TURN TO PAGE 44, PLEASE] 


Newer strap patterns—Waltz pink and French purple novelty cross strap. Tweedie. 
Japonica. ankle strap, with new tucked vamp. Hamilton Brown Co. Inca rust and 
Country tan open cross strap. Brown Shoe Co. 





LOOK te Your 


THERE are two good reasons why the shoe merchant 
should watch his stocking purchases carefully this 
Spring. First, because skirts are shorter than ever. 
Second, because colors—in shoe leathers and garment 
fabrics—are more varied and more important than 
they have been for many a weary year of black and 
navy “basic costumes.” 

We have listed the four leading color families of the 
new season for your guidance, but let us add a warning 
note. Every important stocking manufacturer has colors 
especially dyed to go with the leading shade in each 
group. A remarkable job has been done by the stylists 
of these houses. But—here comes the warning—don’t 
forget that there are also more conservative colors to 
be had and they are also “musts” in your Spring stock. 
Plenty of the new matching or blending shades and some 
of the more neutral “go with everything” tones also 
are necessary if you want to include every type of cus- 
tomer. In every line there are also one or more very 
light, clear colors for evening and Summer and resort 
wear. These are intended for white and bright resort 
sandals and dresses. 

In looking over a dozen or more lines, we were struck 
with the close similarity in colors. The reason for this 
is obvious. The decided character of the shoe and gar- 
ment colors forced the stocking manufacturers to adopt 
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Nomend calls this charming 
picture “Victorian Blush” 
and uses it to promote a 
Spring hosiery shade of the 
same name, one in their new 
series of “Color Cycles,” 
ranging from a “Trojan 
Taupe” to the color desigz- 
nated as “Tomorrow.” 


STOCKING COLORS 


certain colors. As Ruth Mills of Nomend Hosiery puts 
it, stocking colors must be “warm without being heavy; 


“Point-Lace” — all-over Jacquard of 

dainty pin-point design with smart 

jacquard lace after-welt from Propper- 
McCallum. 
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Five Distinet Coler Families in Spring Leathers and Garment Fabrics 
Demand Specially Styled Hesiery Tenes 


1. Japonica, Rosy Rusts and Coppers. 

2. Purple, Mauve, Fuchsia and Cyclamen. 

3. Gold, Mustard and all Yellows from “Sunshine” to Lime. 
4; Reds from lively Yellow Hibiscus to deep Wine. 

5. Blues from Pastel to Turquoise and Teal. 


interesting and have character without being con- 
spicuous.” 

As we looked over one line after another, we were 
struck with how delicate and light the colors are. The 
day for brilliant, rather heavy looking coppers has 
passed. In every line there is one or more colors with 
a coppery tinge, but even here there is a light, clear 
look that belongs in the general 1939 trend. There is 
a kind of bloom in many of the colors which has noth- 
ing to do with the double-dyed “Fluorescents” of a year 
ago, but which does carry out a whole fashion trend in 
tweeds. 

And speaking of the latest trends, it is interesting 
to see how closely the stocking stylists have followed 
these ideas in their new color promotions. Brown Dur- 


rell group their colors under the provocative title of 


the “Gay Nineties” and include “Firen an’s Flame” and 


“Action-back,” new construction from 

Van Raalte. The oblong sections be- 

hind the knee are “Reservoirs of Elas- 

ticity,” relieving the strain at the knee 
when it is bent. 


“Tandem” among their leading shades. These are di- 
vided into two groups—tailored and feminine—with 
the “tailored” colors planned to match the shoes and 
the “feminine,” the millinery. Nolde and Horst have 
coordinated their Cruise and Resort colors with three 
Elizabeth Arden cosmetic tones and their other colors 
with the latest shades from the Paris couturieres. Hole- 


proof call attention to the softly tailored silhouette for 
daytime wear and to the more glamorous 1900 and 
Edwardian styles for evening. 


Other lines have chosen clever and attractive themes 
for their color stories. Berkshire has a series of “Fly- 
ing Colors” in which all the shades are named for birds. 
Artcraft has given flower names to their colors. In 
both cases, the shades are admirably styled from the 
fashion viewpoint and are also surprisingly authentic. 
Holeproof call their series “Sea, Sand and Com- 
plexion,” and Gotham’s resort colors are suggestive of 
the same Summer and resort settings—‘“Sea, Sand. 
Coral, Aloha, Rosemist and Candlelite.” Phoenix have 
their usual theme of “Personality Colors” with such 
descriptive names as “Rapture,” “Elation,” “Prudence” 


and “Pensive.” Ali of these ideas have promotional 


The famous “Ne-Flex” top with two- 

way stretch from Brown Durrell. It 

is now being made in a four-thread 
weave. 


and display possibilities which should be of interest to 
the wide-awake shoe merchant who is alive to the im- 
portance of stockings in the Spring shoe picture. 

And this brings us to our final word. If you are 
not alive to the necessity for careful color coordination 
between shoes and stockings as well as between shoes 

[TURN TO PAGE 44, PLEASE] 











1 YOUR first duty today is 
to make your nally 


C check of your stock. Note 





particularly the condition of 
your hosiery stock for new 
Spring colors will be arriving 
soon, and those shades you 
are ing to discontinue 
should. be watched carefully. 
Are you going to continue the 
same price lines for Spring? 
















4 DO you use the Hosiery 
Club plan? This would be 
a good time to launch a drive 
for members. Why not have 
salespeople present the plan 
to every customer they serve, 
not only today but every day 
during February? With a new 
just ahead a vigorous 
campaign should greatly in- 
crease hosiery sales. 




















~ IT'S Wednesday again 
and that calls for an- 
other check of stocks. This is 
your insurance against lost 
sales and lost customers. Don't 











that the check gives you. 
















11 TOMORROW is Lin- 
coln's Birthday. Before 
you leave the store toniaht 
pull out one section of your 
window d and put in o 
display with @ card 
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Retail Shoe Store 
CALENDAR 
For FEBRUARY 


9 PUSH Spring styles vig- 
° as soon as they 
arrive in the store. With 
Easter falling on April 9, it 
is advisable to start your 
Spring drive early this month. 
It will lengthen your Spring 
selling season and increase 
your volume, for Easter is late 
enough so that early Spring 
selling will not cut into Easter 
business. 


FEATURE in this week's 

windows any new Spring 
styles that you have. A small 
display of hosiery, with white 
gift boxes tied with bright red 
ribbon, and a display card 
suggesting hosiery as the per- 
fect Valentine will be very 
timely and will bring in some 
additional business. Arrange 
a table display too. 





9 THERE are many oppor- 
tunities for PLUS busi- 
ness around you. Are you 
overlooking some of them? 
For instance, is there an in- 
stitution such as a children's 
home in your vicinity? Who 
supplies it with footwear? 
Someone gets the business and 
it is probably because they 
go out after it! 


1 PUT in a big Valentine 

display in windows 
today. Enlarge Valentine 
hosiery section and get some 
Valentine atmosphere into all 


other through 
i, on a one window 
cards, red ped price 


et aed red heart in the 








ADVERTISE Advance 

Spring Styles today for 
Saturday selling. See that your 
ad is a smart ad with good 
illustrations and plenty of 
white space. This is a good 
time to look over your news- 
paper's mat service too, and 
reserve for future use any il- 
lustrations you think you moy 
be able to use. 





7 A POSTAL card mailing 
featuring a Valentine 
gift box of hosiery at an at- 
tractive price will bring good 
returns this week. Send it out 
today. Be sure and make o 
bid for mail and telephone or 
ders, and offer to make de- 
liveries of these gift boxes 
direct to the recipient on Vo! 
entine's Day. 


10 TODAY'S ad for Sotur 
day selling should be 
another Spring styles ad. Se- 
lect one or two new styles 
preferably in the same price 
line, and tell an interesting 
story about them. Be sure and 
feature your best selling price 
line in hosiery in the ad too, 
emphasizing the new Spring 
colors. 








14 ST. VALENTINE'S DAY 
Why not get a few sat- 
tractive Valentines that wil! 
appeal to children and give 
one to each child who buys o 
pair of shoes today. Little in- 
expensive features of this kind 
make a big hit with parents 
as well os children and keer 
them coming to your store: 



















FF tcncry is a short month but a busy one. Spring selling and 
Spring promotions getting under way. Clearance sales approach- 
ing their final clean-up stage. And three important holidays, 
offering splendid opportunities for clever ads and windows, with 
special emphasis on evening footwear for Valentine parties and 
social affairs to celebrate Lincoln’s and Washington’s Birthday. 
Study your promotion calendar and make it a worth while month 

for sales and profits. 


IF you planned your 
15 Valentine window dis- 
ploys properly all you will 
need to do this morning will 
be to change your display 
cords and price tickets and 
your windows will serve for 
the rest of the week. Note 
carefully the condition of 
your hosiery when you check 
stocks today. 


20 THE theme for this 

week's window or 
is easy. oe _ - 
ington's ay a win- 
dows should be planned with 
Beal te po —— and 
possi ickgrounds tying 
in with this. Then on Thursday 
morning, all you will need to 
do is change your cards for 
the balance of the week. 


ADVERTISE Spri 
94 styles - pring 


some time, perhaps they 
thould have an ad too on the 
sports page. Tomorrow is the 
last Saturday in February. 
Perhaps a special or two will 
help make it a good day. 


16 YOU will probably 

want to put your 
Spring window and interior 
trim in place about March |. 
Will it be ready? If are 
preparing the materials your- 
self it is time to get busy for 
there are just two weeks re- 
maining. If you ore buying 
your decorative material, it 


should be ordered. 


91 IF tomorrow is a school 

holiday why not adver- 
tise a one-day selling of chil- 
dren's footwear? Don't cut 
your prices. It is not neces- 
sary. If you so desire you can 
offer some inexpensive gift, 
such as a candy hatchet or a 
bag of candy cherries with 
each pair of children's shoes. 


95 DO you make a prac- 
tice of livening up your 
window displays for Satur- 
day's selling? It is a good 
thing to do, and aoiieliets 
if you are in a small 
or medium-sized town where 
the same people are quite 
apt to see your windows sev- 
eral times each week. 


17 EACH week your Fri- 

day newspaper ads for 
Saturday selling should  in- 
crease in size and should put 
more emphasis on new Spring 
styles. It is early to be talk- 
ing Spring styles to be sure, 
but those who buy now will 
be prospects again for new 
Easter footwear about April |. 


99 WASHINGTON'S 
BIRTHDAY. And you 
will celebrate it first by taking 
your weekly check of stock. 
Since you're having a chil- 
dren's shoe event today, it 
might be well to look at the 
condition of your children's 
shoe stock carefully when you 
have finished your check. Is 
it in shape for Spring? 


97 CHANGE your window 
displays today. Per- 
haps this is the day to put 
in your new Spring back- 
grounds and trim. If not to- 
day then certainly next week. 
At any rate “Spring Styles” 
is the theme for this week's 
displays. Make them SELL- 
ING displays, too—price 
every pair in the window. 


18 ARE you satisfied with 
the results so far in 
your drive for new members 
for your Hosiery Club? Why 
not get up a selling letter ex- 
plaining the club idea and 
send it, with a membership 
card, to each name on your 
customer list? This should 
bring in quite ao few new 
members. 


93 HAS your early drive 
on Spring footwear 
brought an increase in sales? 
What price line has been 
most popular? If sales indi- 
cate a very marked prefer- 
ence for one certain price line 
that is your cue to focus your 
attention and your purchases 
on that price line for the 
Easter season. 


9 REVIEW your plans for 
the important selling 
month of March that begins 
tomorrow. It should be a big 
volume month and you should 
overlook no detail that will 
make it bigger! Have you 
built a schedule for windows 
and advertising? Did you 
look up last year's records? 








FIFTH AVENUE saluted the World’s Fair at the 
opening of the New Year. Traffic lights, controlled 
by New York’s mayor, blinked five times, giving the 
signal to 200 stores to unveil the “Dawn of a New 
Day” displays in their windows. 

Retailers of all types joined in this co-operative 
promotion. Some of the shoe windows were extremely 
interesting. Many of them featured the official World's 


Fair poster. Some let it go at that—feeling that this, | 
poster is well enough known to the purchasing public > 


SHOE STORE 
WInDOWS 


“Symbols in this window represent 
the name of a famous night club. 
Can you guess it?” The hint of a 
puzzle adds piquancy to this resort 
window, from Bonwit-T eller. 


In connection with the cruise season, 

Saks Fifth Ave. promoted Pan-American 

Tan, an especially interesting feature be- 
cause of its timeliness. 


to put over the idea. Others carried it out in their 
displays. 

One of the most striking of the latter was the Hanan 
window at 43rd Street. Against a background of 
deep blue velvet stood a tall white trylon. Imme- 
diately before it was a large rose-colored ball, the 
perisphere, bearing across the face of it a streamer 
reading “The Dawn of a New Day.” The shoes were 
displayed on a bright orange plateau. In the fore- 
ground was the World’s Fair poster, while flags of 
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GREET “DAWN OF A NEW DAY” 


by ANNE BR. DAVID 
Fitth Avenue Retailers Co-operate in 


General Promotion of World’s Fair various nalions were set against the velvet background 


Theme. Interpretations by Various The deep blue of this background and the bright orange 
Stores Unusual and Interesting of the foreground plateau conveyed at a glance the 
fact that this was a World’s Fair window—a fact which 


closer examination corroborated. 

J. & J. Slater carried out the World’s Fair theme 
subtly and unobtrusively in their window. They used 
it as a background idea for their alteration sale. The 


entire window—background, flooring, ceiling and fore- 
ground—was in deep blue. Blueprints were spread 
on the floor, and draped carelessly over the shoe stands. 
These stands were huge bright orange triangles such 
as those used by builders and architects. The sign 
read, “Prior to extensive alterations sale. 3200 pairs. 
Formerly to $18.50—reduced to $6.00.” No effort 
was made to stamp this as a World’s Fair window— 
yet, because of the very definite coloring and the very 
absence of any other distracting color, it was apparent 
to every onlooker that this was the central theme of 
the display. And may we throw Slater’s display man 

[TURN TO PAGE 36, PLEASE] 


Left: Bonwit-Teller combines a 
cruise window with “Dawn of a New 
Day” promotion. Note the Pan- This cruise window from Bergdorf}. 
American influence suggested in Goodman is especially interesting 
the treatment of this displav. because of the fanciful background 
panel. Note the use of fishnet and 
the sanded floor. 
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OUTLOOM 


eJ OBS make customers and more customers make more 
jobs—is the way we put it as the paramount need this 
year. At the moment, retail business is marking time— 
partly due to seasonal habits and the fact that the pub- 
lic’s mind is directed towards Spring and Summer, the 
time of the year for doing things and going places. 

At the turn of the year there was a feeling that was 
almost electric in its effect upon the stimulation of pro- 
duction and work in factories and mills the country 
over. The production cycle is in much better shape 
than the retail movement of goods; but if jobs make 
customers, retail selling will soon accelerate. 

Cutting the relief bill by $125,000,000 may be an 
economy in the right direction but a lot depends upon 
the business method used in administering relief on the 
reduced scale. What does a man do in business when 
he has to retrench 10 per cent? He asks one and all to 
join with him in a 10 per cent cut. A dollar a week 
cut in the relief payments would be far better “business” 
than to automatically maintain the present rate and cut 
off 300,000 workers to shift for themselves. We cer- 
tainly do things in a cockeyed way—maintain relief at 
a high rate in the Summer months to make purchasing 
power and then, when bleak and bitter Winter comes, 
propose to chop off a section of the relief rolls. But 
that’s the difference between business methods and 
political methods. Certainly no one wants to see “starv- 
ation” in a land of plenty. 

Some merchants have already felt the reduction in 
business due to the fears that relief cuts are just the 
beginning of other cuts. What this country needs is a 
more orderly consideration of the subject of unem- 
ployment and facing of the reality that if several mil- 
lion workers are unemployable in this machine-age, 
some system be worked out for the simplification of that 
basic problem—without the continuance of alarm and 
hysteria on one side and extravagance and waste on the 
other. When a country has a burden of national debt 
of forty-five billion dollars and some twenty billion dol- 
lars of state, municipal and local debt, it is obvious 
that something has got to be done to lighten the load. 
Business men will not make jobs unless they have some 
chance for the return of their money plus a little profit. 

There is a new confidence, the country over, that 
business is on the mend. It is going to take more than 
a slow rise to reemploy millions. We have been wait- 
ing ten years for artificial stimulants to recreate a new 
prosperity for the nation. If it must be built up in the 


More Jobs Make More Customers 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


slow and steady, orderly manner, it is high time that we 
tighten our belts, put our noses to the grindstone and 
start the wheels turning. 

We complimented the spirit of independence as ex- 
pressed in the Detroit convention on this page last week. 
That same streamline of thought is spreading. The 
Texas shoe merchants voted to check state expenditure, 
in the belief that this is no time for state govern- 
ments to go on a spending spree—when it is evidently 
the intent of the national Congress to restrain the flow 
of billions out of the national treasury. It demon- 
strates again the clear-thinking of shoe men who, by 
their works, <oebupy a position close to each week’s 
wage envelope. We would like to see the Texas resolu- 
tion repeated in every state in the Union. Here it is: 


“Be it resolved by the Texas Shoe Retailers Associa- 
tion in annual convention, assembled at San Antonio, 
Texas, on Jan. 17, 1939, that we are aware of the tre- 
mendous burdens of taxation that are now heaped upon 
our citizenship; that taxation that must be either passed 
on to our customers, the consumers, in the price of our 
wares, or borne by us; that taxation for the upkeep of 
government of all characters is taking a toll of more 

25 per cent of our gross income and that it is the 
largest item entering into the cost of operating business; 
that it has reached that point, in our opinion, where it 
stands as a barrier to economic recovery and is delaying, 
rather than aiding, the return of prosperity, and that a 
further increase in the cost of government at this time 
would be in a measure confiscatory of business. 

“We, therefore, go on record as vigorously opposing 
any further taxation of any kind or nature, or the levy- 
ing of any new taxes and recommend to the Legislature 
of the State of Texas that they balance the budget by a 
reduction of ap tions or costs See: and 
that our state als, both elective and appointive, are 
urged to operate their various and sundry departments 
on a more efficient and less extravagant We con- 
demn waste in all forms, and demand at the hands of 
our public servants less politics and more sound business 
j t in government. 

it further resolved that a copy of these resolutions 
be mailed to each member of the House of Representa- 
tives and the State Senate and to the various executive 
offices of the State of Texas.” 


All industry, and particularly the shoe industry, has 
been reluctant to increase retail prices in the belief that 
the movement of goods contributes to the prosperity of 
a nation and that turn-over is the real instrument of 
profit. If we can, by well-directed thought, move the 
minds of men out of the quagmire of politics and taxa- 
tion and into the stream of orderly business, we can, 
indeed, make more jobs and thereby make more 


customers. 
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Leading makers of shoes and 
accessories deftly blend this 
luxurious Reptile Calf print—in 
itsarray of beautiful colors — into 


the season’s outstanding styles. 


THE OHIO LEATHER COMPANY — GIRARD, OHIO 
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P.M. SYSTEM 





EFFECTIVE AS8s 


SALES INCENTIVE 


Sales Organization Geared Up to Maximum 


IFOR keeping a sales force on its toes and geared to 
do a good selling job there is no better stimulus than 
the P.M. system, according to Charles F. Watson, buyer 
of men’s and women’s shoes at Odum, Bowers & White, 
Birmingham, Ala. 

The P.M. represents the entire extra commission won 
by his sales force. In other words they draw a salary 
plus the P.M.’s they earn. There is no other commis- 
sion. Of equal importance is the fact that a P.M. is 
put on merchandise before it is marked down. “Why 
encourage a customer to buy only that which has been 
marked down?” queried Mr. Watson by way of ex- 
plaining this action. 

This policy is to put a P.M. on women’s shoes after 
they have been in stock two weeks provided they have 
not made a ripple on the sales horizon. On the average 
a P.M. goes on the merchandise after it has been in 
stock for 30 days. 

P.M.’s offered by the department range from 10 to 
50 cents per pair with as much as $1.00 being offered 
on a few numbers. The department has shown an in- 
crease in sales this year over last year, the greatest in- 
crease being in higher-priced goods. This is largely 
ascribed by Mr. Watson to the bigger P.M.’s carried 
on the better merchandise. 

One reason Mr. Watson believes in the P.M. is the 
way extras take to the merchandise which carries the 
premium when they are employed during rush seasons. 
Extras don’t make any distinction between fresh mer- 
chandise and slow movers. It ail looks alike to them, 


Charles F. Watson, Buyer for Birmingham 
Store, Finds No Better Stimulus to Keep Store’s 


Efficiency and to Move the Shelf Warmers 
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CHARLES F. WATSON 


whereas regulars become calloused to something they 
have seen in stock for 60 days or more unless, of 
course, it carries a P.M. 

Besides the use of the P.M., Mr. Watson finds that 
letting the sales force in on details of the department’s 
vperation is helpful in moving shelf-warmers and avoid- 
ing markdowns. Suppose a sales person raises the point 
that he could have made a sale to the woman who 
walked out if he could have offered such and such a 
pattern, color or size. This leaves the way open for the 
buyer to say that when a few of the selections now in 
stock are moved, he can get in some of the shoes 
described. 


EN other words if the sales force knows something 
about budget limitations, turnover requirements, etc., 


then it has a sound reason for concentrating on the 
slow movers. This is in addition to the P.M. 

Mr. Watson believes that 95 per cent of a buyer's 
function is to sell, to be on the floor, meeting customers 
and offering inspiration to the sales force. He shows 
the way in selling the P.M. goods by setting the ex- 
ample, as he draws only his fixed salary. 

“Human nature is the same everywhere,” com- 
mented Mr. Watson in explaining why he thought the 
P.M. necessary. “We are all inclined to take the path 
of least resistance. A salesman may not show a pair 
of shoes for instance just because it is a little harder 
to reach in stock than another pair. Or he may get a 
[TURN TO PAGE 52, PLEASE] 
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“NO WONDER MY SALES ) 
’ OF DR. SCHOLL’S ARCH 
48 SUPPORTS ARE BREAKING 
ALL RECORDS. THIS 
POWERFUL ADVERTISING 
IS DOING IT!” 





DEALERS WHO ARE TYING UP TO 
OUR ADVERTISING REPORT 
AMAZING INCREASES IN SALES OF 


D’ Scholls 


ARCH SUPPORTS 


Are YOU Cashing In On This Lively New Demand? 


=| Foot Relief is in the air! The demand for it has never 
been so great, so insistent. People want relief and are 
willing to pay well for it. But they are through with 
half-way measures. 


Our big national advertising campaign in 17 leading 
magazines every month, supplemented by the influence 
of over 150,000 Physicians whom we are reaching in 
the Medical press of the country—are playing a big part in 
awakening foot sufferers to the realization that Arch Supports 
offer the only true, dependable means of correction. 

They are beginning to understand the limitations of so-called 
“arch support” shoes of one standard elevation to fit a// feet, and 
that every person’s case is different, every person's case is 
individual. 

The features of... 


Yndwidualized CORRECTION 


of Dr. Scholl’s Arch Supports; how they are MOLDED to each 
foot’s individual needs on Dr. Scholl’s Arch Fitter; how they 
are progressively ADJUSTED until the arches are restored to 
normal—these scientific features of Dr. Scholl’s Arch Supports 
are emphasized in every ad in our campaign. 

NOW is the time to adjust your business to the profound changes 
taking place in this phase of the retail shoe business and make 
FOOT RELIEF in its true sense your slogan. Let the public 
know you feature Dr. Scholl’s Foot Comfort Service, that you 
fit Dr. Scholl’s Arch Supports and other Dr. Scholl’s Foot 
Appliances scientifically. 


Write for New Catalog 
THE SCHOLL MFG. CO., in. 9 Scholl's 
Foot Com 


213 W. Schiller St., Chicago 
62 W. 14th St., New York 


112 Adelaide St., E., Toronto, Canada 

















1939 Will be a year of ACTION. 


Restlessness, born of ten long years of abnormal conditions, will prove to be one 
of the greatest motivating forces of our time. 


World’s Fairs—two of them—to stimulate the desire to travel. 


Streamlined automobiles, powerful airplanes, palatial liners, luxurious tourist 
trains to open up America to Americans who have never before known their 


own country. 


And shoes, more shoes, still more shoes, will be needed to satisfy the exciting 
activities of all these moving multitudes. 


Sport shoes, casual shoes, leisure shoes, outdoor footwear of all kinds, including 
the walking types for the Fairs. 


Boot and Shoe Recorder, February 18th issue, will illustrate and 
describe in fascinating but practical detail the outstanding fashions for this most 
colorful Spring-Into-Summer period of the year. 


The Women’s Footwear Wardrobe will be selected by one of America’s outstand- 
ing models who will pose especially for this issue. 


The Men’s Footwear Wardrobe will be selected and described by one of the out- 
standing authorities in America on men’s apparel. 


The Juvenile Footwear Wardrobe will be presented by youthful characters well 
known to the American audience. 


February 18th is the Date—A Half Billion Dollar Shoe Market is the Opportunity. 
BOOT AND SHOE RECORDER is the Medium. 


BOOT and SHOE 
RECORDER 


A Chilton ® Publication 


239 WEST 39TH STREET 
NE W YORK, Nw . ¥. 
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HIGHLIGHT Sof the 


THE SHOE OF TOMORROW 


















“Lastex” in shoes marched triumphantly 
across the continent in 1938—on millions 
of comfortable feet! Already it is assured 
that that mighty cavalcade will be at 
least doubled in 1939! New ideas, new 
materials, new patterns enthusiastically 
adopted by scores of the leading manu- 
facturers make certain that there will be 


\ 
_ ELASTICIZED | 
SMOOTH CALF | 


no interruption of this victory march! 
Illustrated here are eight of the estab- 
lished headliners in the big parade! 
The famous “Vamos” stretchable 
leather will win new laurels in smooth 
kid and smooth calf. “Pleatex,” that in- 
genious combination of fine pleated 





STRETCHABLE 
SMOOTH KID 






eed 












leather with binding and backing woven 
with “Lastex,” will be a popular favorite 
in a high-style patented shoe (U. S. Pat. 
2,059,747). “Pleatex Gore” (U. S. Pat. 
2,129,344) will give distinction to a wide 
variety of strap-type shoes. “The Pump 
That Cannot Pinch” (U.S. Pat. 2,140,302 ) 
will end the problem of chafed and ten- 





PATENTED 
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THE MIRACLE 
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der insteps for thousands of women. 

“Zephyr-Tex,” a brand new and beauti- 

ful elasticized material, will threaten the 

supremacy of gabardine in the fabric 

field. “Elasticized Patent Leather,” now 

being promoted successfully, will add 

new lustre to that always desirable ma- 

terial. ““Lastex”’ also makes its bow this 

year in a new and fascinating mesh which 

won wide acceptance on its first appear- 

ance. And more new ideas are coming. 

“Lastex” never rests. It is always stretch- 
| ing along to new fields of conquest. 

For models, prices, samples and ma- 

| terials, apply to Alfred Vamos, 450 Mar- 

| bridge Bldg., New York City, inventor 

: of “Vamos” Stretchable Leather, made 

with “Lastex” yarn, and its sole author- 

ized distributor. For booklets and infor- 

mation on the uses and advantages of 

“Lastex” yarn in any type of apparel or 

accessories for men, women or children, 

write to the address below. 










YARN THAT MA S THINGS FIT 


is he 


ie arade tor 1939 


MADE WITH ‘LAS REX” - 


THE PUMP THAT 
CANNOT PINCH 


|| ZEPHYR-TEX 


ELASTICIZED 
PATENT LEATHER 


THE NEW MESH 
(“LASTEX” STYLE) 
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Service Supreme 


The Vorhes Shoe Store of Colorado 
Springs has created valuable customer 
good will by offering salesmen an 
inducement for making customers feel 
welcome to make necessary ex- 
changes. 

“It may seem as if we are working 
backwards in offering prizes for mak- 
ing exchanges but nevertheless the 
plan has proved one of the most valu- 
able good will builders we've ever 
used,” says President Frank M. Barty. 
“It’s hwnan nature not to enjoy mak- 
ing exchanges. Any salesman feels 
that an exchange makes him do his 
job twice to earn his money. Yet it 
is an essential part of service to the 
customer and affords an opportunity 
to either make a lifelong friend or 
drive a patron away. And after all 
service is one of the most important 
things the independent store has to 
sell. It’s the life-blood of our busi- 
ness. 

“That’s why we put up cash prizes 
for the men making the most ex- 
changes. And the arrangement cer- 
tainly works. Instead of showing by 
their every expression and action that 
they dislike making exchanges the 
salesmen are all smiles and courtesy 
in handling every exchange. Instead 
of an exchange customer having to 
wait around while the buck is passed 
from one salesman to another, two or 
three men are instantly at his service. 
The value of that attitude just can’t 
be measured in dollars and cents— 
it’s invaluable. 

“As a result, scores of customers 
have commented that it is a real 
pleasure to buy here. A number of 





pop 
pros PL 


by JOHN F. W. ANDERSON 


letters of praise on the service have 
been received. More than one cus- 
tomer bought extra merchandise while 
making an exchange—mainly because 
he was so pleased with the courtesy 
extended.” 

When the right size isn’t available 
for making an exchange, the salesmen 
have instructions to take the informa- 
tion on merchandise required and 
special order it. Dozens of such 
transactions are handled. As soon as 
the correct article comes in the sales- 
man telephones the customer of its 
arrival. 
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Token from :he famous Husraches hesdwoven by the 


Mc scan pean Neiman Marcus had these made in Americs 
on American teas to tit American fect .. of leather cored 
the Andrican way (no odor). Whale we consider vhem « 
| euch mm perver arin le from the wandipmet of craftemanbep 
we wntreduce them ot he seasstionslly low price of 2.00 che 
peer im the ome opera! Aaercan Mearache Bar, Second 


(eS ee LS SC 
A shoe from old Mexico is stream- 
lined to suit young Americans 








Hosiery Sells Shoes 


The average young business women 
purchases about 36 pairs of hose a 
year. In other words many merchants 
have found that a smart, well- 
equipped hosiery bar adjacent to their 
shoe department will draw many 
women into their store more often to 
buy hosiery than shoes—resulting not 
only in hosiery profits but also a 
chance to suggest popular shoe num- 
bers. 

Harry Fontius of the Fontius Shor 
Store, Denver, has found that they 
have greatly increased hosiery sales 
by paying their shoe salesmen a 5 
per cent commission on business they 
bring over to the hosiery counter— 
in fact his statistics show that the 
men sell 65 per cent of the hose that 
is sold in the store. 

Mr. Fontius says that their fine 
hosiery business is due to the fact 
that they “give honest-to-goodness 
values and they do come back to our 
store for hosiery—which of course in- 
creases traffic, and of course we get 
a shot at them in shoes.” 


“Women who've wern them like 
them because they cushion their feet 
against the shock of walking on pave- 
ments” ( platforms.) 

(The Smart Shop, Houston) 


—O.P.1.— 


Shoes in the Raw 


The Hass Shoe Store, 450 7th 
Avenue, New York, has a window 
display appealing to the constructive 
instinct in all men. 

A cobbler’s bench, the tools. 
leathers, and materials used in hand 
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NE YOUNG WOMEN DEMAND THE RESILIENT 
COMFORT OF VELVET STEP «© «© «© * 
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. 5212—Lacquer Rust Calf, 
20/8 Continental Heel; AAA 
5%-9; AA 5-9; A 4%-9; 


jo. 5220—Same 
White Caberetta 
No. 5230-— Same as 
above in Lacquer 
Rust 


During this open-toe, open-heel era style-conscious women more 
than ever demand the remarkable walking comfort of Velvet Step 
shoes—the feature line that lifts your style business out of compe- 
tition and places it on a repeat customer basis. Nationally adver- 
tised, and aggressively promoted, Velvet Step for spring marks one 
of the stand-out propositions in the women’s moderately priced field. 
Investigate today. It will pay you. 


BRANCH INTERNATIONAL 
SHOE COMPANY, 
ST. LOUIS, MISSOURI 


Locks 
®. 5233—Burgundy Red Calf 


> N 
4 P Trim, I i 
the heel Be hg Fy 
. 7 AAAAS 0) AAAS: AA5-9; 
* A “9; d 
in place a in’ @rock 


as above in 


B 8%-9 a 4 Ne. 5223—Same 
ee as : —~ White Calf, Parisian Blue Trim 
“. - Oe aes Ne. 5213—Same as above in 
Lacquer* Rust with Patio Trim 


SUCCESSFUL RETAILING REQUIRES SOUND SHOE UALUES YEAR AFTER YEAR 
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BEST IDEA OF THE WEEK 
FOURTEEN-POINT FITTING 
(Silen’s Foot Comfort Shop, Seattle, Wash.) 


O. P. Ideator—“li the average store can take a 
quick length and width measurement and then fit 
the foot to the shoe, why is it necessary for you to 
cover fourteen points before you start fitting the shoe 
to the foot.” 


Mr. Lee Silen—‘“Strange as it may seem we feel 
that the foot speaks a definite language. It is just a 
question of being able to understand that language 
to be able to determine the proper type of shoe for 
the individual. By strict adherance to this policy we 
have increased our business by 30 per cent every year 
since the depression.” 

O. P. Ideator—“What points do you particularly 
stress in fitting?” 

Mr. Silen—“In determining the proper type of shoe, 
I, or one of my practipedic—trained assistants, 
measure the height and width of the customer’s heel; 
observe whether the arch is high, medium, low or 
flat; whether the toes are long, medium or short: 
whether the whole foot is rigid or flexible, and note 
the general shape of the foot and any deformities or 
injuries (including corns) .” 


O. P. Ideator—“That’s an awful lot of information 
to keep track of.” 


Mr. Silen—“We've simplified this considerably by 
recording everything on our foot balance fitting chart 
which we developed ourselves. In addition to the 
above information we also record the ‘patient’s’ name, 
address, and telephone number on the chart. Also, 
whether he ordered a shoe he thought would fit, one 
the clerk thought would fit, or a compromise between 
the two; whether he wanted a comfort shoe, or a style 
item; whether he was referred to the store by a friend. 
by advertising, by a doctor, or by the display window. 
The whole chart fills a 344” by 5” card which is filed 
away and referred to each time the customer comes 
in for either a new pair of shoes or for corection’ of 
a used pair.” 

O. P. Ideator—-“But don’t customers object to such 
an elaborate process of fitting?” 


Mr. Silen—“See that young lady being fitted over 
there? She’s 8 years old. Mothers often send children 
in by themselves, for they have learned that they can 
leave fitting and selection up to us.” 





SILEN'S FOOT BALANCE FITTING CHART 
Name Phone 
Address 
| Dare Sroc« No _ Size a wiorw! Corrections | Price 

CoOp. + | 
NoCoOp ~ 
Our Fit -| | j 
Their Fit ~ ' 
Comp. Fir ~ ' 
Foot Comft - 
Rleced” 
Adv. - | 
Doctor ~ 
Window | } | 

Foor Trre | ARCH | HEEL | TOES | Peer CLASSIFICATION 


eurrnweee * #66 _o 
=eree irom “18 um 


eraacet * wueeuere “Coe . 
mrene . Ce a o'~eeaee +lp+ oe = M - exvecee . 
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shoemaking and several shoes in vari- 
ous stages of construction. An in- 
teresting, educational exhibit attract- 
ing all window shoppers. 


“Today, us never before, the fit’s 


the thing!” 
(Famous—Barr Co., St. Louis) 


—O.P.1.— 


Advertising Principles 

At the Session on Shoe Store Prob- 
lems at the Chicago Shoe Fair it was 
pretty well agreed by retailers that 
the shoes they ought to advertise are 
“the things which probably are the 
novelties, the things we feel are 
definitely going to be fast-selling 
items and let the staple. consistent 


type of business be taken care of by 
the windows, possibly by a little 
direct mail solicitation once in a 
while, but keep your store name 
prominent by reason of the fact that 
you do the unusual thing.” 


—O.P.1.— 


Double Check 


R. H. Macy’s women’s shoe depart- 
ment has adopted a useful time and 
trouble saver on shoe returns. 

The salesmen carry a double pur- 
pose pencil. One end has ordinary 
pencil lead; the other a sharp steel 
point. After a sale the salesman 
makes out the sales slip with the lead 
pencil and then immediately scratches 
his initials and the date on the shank 
of the shoe with the steel point. Barely 


discernable to the eye, it is an effec- 
tive and indisputable reference if the 
shoe is réturned without a slip. 


“The gayest little flatterer in a 
season of notably smart shoes!” 
(Frank Werner, San Francisco) 


—O.P.1— 


Shoes in Contrast 


The Nunn-Bush Shoe Store, Fulton 
Street, Brooklyn, has re-covered the 
floor of their window in attractive 
white fabric. The white flooring plus 
the reflecting overhead lights offers 
a pleasant contrast to the black and 
brown shoes in the window and at- 
tract the passing eve. 


a? 





MR. RETAILER: YOU SHOULD KNOW ABOUT SHOES WITH 
*MO-LO The “ Miracle Mold “Arch-Forming Innersoles!! 


CAN BE BUILT INTO YOUR SHOES MADE BY ANY STANDARD PROCESS 
(IN MEN’S, BOYS’, WOMEN’S, AND CHILDREN’S ) 


WHAT A THRILL THE CUSTOMERS GET! 


FORMING THEIR ARCH SUPPORTS BY MOLDING THEM TO 
FIT THEIR OWN FEET WHILE WALKING! 





BEFORE MOLDING 
Shoe broken away, expos- 
ing the “Miracle Mold” 
built in over the regular 
innersole. 








AFTER WEARING 


Showing the ‘‘Miracle 
Mold” after the foot has 
molded a true fitting tw 
the arch and heel. 








Here’s a revolutionary discovery which promises to re- 
vitalize the whole industry. SHOES WITH BUILT-IN 
MO-LO INNERSOLES! 


Mo-Lo is a light weight plastic which has the UNIQUE 
PROPERTY OF MOLDING UNDER BODY WEIGHT 
PRESSURE without heat, moisture or chemical. It is full 
of life and resiliency even after molding, retaining the 
mold made by the foot while walking; it never gets hard 
or brittle—always soft and flexible. 


No two feet are alike. Even the left is different from 
the right. With Mo-Lo you have a “personalized” shoe. 
YOU WALK IN THE MOLD MADE BY YOUR OWN 
FOOT. It fits like a shoe made to order from the cast of 
the foot. It makes mates of the shoe and foot. 


Mo-Lo affords a “nature-fit.” This means that in addi- 
tion to wearing the correct size and width, MO-LO 
MOLDS A FITTING TO EVERY CREVICE UNDER 
THE ARCH AND HEEL, thus avoiding the ever-present 
gap between the arch of the foot and the shoe. It provides 
a cushion for the weight-bearing area. Mo-Lo holds the 
foot back in the shoe and allows FREE ACTION. Walk- 
ing with Mo-Lo is a new experience! 


From the very first step, Mo-Lo brings comfort never 
before known, and ELIMINATES THE “BREAKING- 
IN” PERIOD. Did you ever stop to consider that while 
the foot is breaking in the shoe, the shoe is breaking down 
the foot, often resulting in fallen arches, corns, blisters, 
bunions, and callouses. The shoe conforms to the foot 
instead of the foot being forced to conform to the shoe. 


Feeling is believing. After wearing, customers will note 
how the molds have formed the shoe to the foot, the sup- 
porting feature of the scaffold joint, the molding around 
the metatarsal arch, the resiliency of every step, giving 
buoyancy, balance and comfort to walking. When they 
feel the “miracle mold” you'll hear them exclaim: “FIRST 
COMFORTABLE FIT IN A LIFETIME.” 


Free demonstration without cost or obligation to you. 





*C. H. Daniels, inventor of Mo-Lo and many types 
of shoe construction, including the Official Ventilated 
(the “Daniels Punch”) and Interwoven shoes, licensed 
to many of the principal shoe manufacturers in the 
United States. 











WRITE TODAY TO: 


DANIELS SHOE PRODUCTS 


PORT CHESTER, NEW YORK 





Copyrighted 1939 by C. H. Daniels. 





SHOEMEN TURN TO 


LEATHER! 


If you had a pair of shoes with steel soles you wouldn't 
wear them often. The hard metal isn’t resilient enough 
to cushion your feet comfortably . . . isn’t flexible 
enough to allow natural flexing and exercising of 


your foot muscles. 


The shoe industry has found no satisfactory substi- 
tute for leather for foot covering and support. No 
other material has the same degree of porosity to 
admit sufficient air for foot health. No other ma- 
tevial has the same combination of resiliency, flex- 
ibility and strength. That’s why, for over twenty-five 
years, nothing but leather has been used in the 
manufacture of Wizard Arch Builders. 

For Correction with Comfort 


progressive shoemen turn to Wizard 
Arch Builders, made entirely of leather 
to give proper support, exercise, cir- 
culation and ventilation. 


WIZARD ARCH BUILDERS 


are quickly adjusted to any foot by 
slipping inserts into patented overlap- 
ping pockets. Your customer can make 

urther adjustments easily as the 
foot improves. 


Write today for complete details onthe WIZARD WAY 
to greater profits and more satisfied repeat customers. 


WIZARD 


COMPANY 
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Luxury Accent Stimulates 
Shoe Sales 


By Ward Warburton 
BBUTLER’S in Miami, Florida, uses the “Spirit of 
Whoopee” to draw the attention of passersby to a win- 
dow display of ladies’ evening slippers. Close to the 
curved window front, as shown in the illustration, a 
fourteen-inch champagne glass filled with amber liquid 
stands on a covered cubical box. From a small cylinder 


Unusual evening footwear window display used recently 
by Butler’s Shoe Store, in Miami. 


concealed in the latter, compressed air, admitted to the 
glass by a narrow channel in the stem, bubbles up 
through the liquid. 

Against a richly colorful background of fuchsia-tinted 
velvet, the oversized glass of “champagne” offers a 
subtle suggestion of luxury intended to stimulate in 
the minds of feminine shoppers, the desirability of pur- 
chasing new “party slippers.” Stressing this thought, 
the display features a limited number of the newest 
styles in metal finish, satin and brocade. The “luxury 
motif” is heightened still further by a supporting ar- 
rangement of sheer hosiery, evening bags and slipper 
ornaments. 

The rear portion of the window space is taken up 
with an unobtrusive display of sport styles. 

Supporting the motif with a background of the same 
color and material and two large fan-shaped arrange- 
ments of ostrich feathers, the companion window dis- 
plays ladies’ shoe styles and handbags for street and 
for general use. While this window is a very attrac- 
tive one, care has been taken not to draw too much 
attention from the featured display. 
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“In my opinion,” said Mr. Paul Weinfield, manager | 


of Butler’s, “the secret of a sales-pulling window is to 
highlight only a few styles at any one time.” 
The crowd around the “luxury” window and the 


number of patrons inside the store seemed to justify | 


that theory. 
Butler’s specializes in ladies’ footwear. 
Fairy Tale Displays Attract 
TUCKED away in the town of Yuba City, California, 


is the Shannon Shoe Store that has probably had the | 
most attractive window display of any footwear store | 


in the Sacramento Valley the past year. 
Earlier in the year three spring and summer scenes 
graced the display window, attracting all who passed. 
Then came the Old Woman in The Shoe. Teachers 


Cinderella window attracted attention to Shannon Shoe 
Store, Yuba City, California. 


from schools brought their children to enjoy and study 
the depictment of the old nursery rhyme and mer- 
chants from afar traveled to see the display. 


Then came Cinderella riding in her coach of gold | 
lined with red satin. The coachman was the rat with | 


the tremendous pair of whiskers. Six mice which in 
the traditional story were turned into six dapple gray 
horses drew the coach and six lizards in laced liveries 


attended as footmen. Background of the window was | 
in blue showing through silver streamers, cotton sprin- | 


kled with artificial snow added the touch of winter 
and a few well selected shoes completed this unusual 


attraction which has induced many to pause and ad- | 
mire. On the front of the coach is an amber-colored | 


slipper over a hundred years old brought from overseas 
and owned by a resident of Yuba City. 

Richard T. Shannon, native of Iowa, who has re- 
sided in California many years, is the interesting owner 
of this store. Mr. Shannon has been connected with 


the shoe business for twenty-four years and the past | 


sixteen years was salesman in the adjoining county. 
Beginning with a few dozen shoes on his shelves in 


a small corner of a store, Mr. Shannon now has a large | 
store—many lines of shoes and a large clientele of cus- | 
tomers due to his pleasing personality, his business in- | 


tegrity and his originality in advertising. 


[35] 


SPRING SONG OF PROFITS/ 


. 
Sensation 
* ° 

BLACK PATENT 
JAPONICA CALF 
WINE CALF 
BLUE CALF 
NEM wiodTHS 
= 


IN STOCK 


Keady to ships 


ACT QUICKLY AT THIS 
SENSATIONAL PRICE 


Lester Pinors Shoe Corporation 


{ SHOES WITH PERSONALITEE |} 
147 DUANE STREET, NEW YORK, N. Y. 
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It is the unobstructed thickness of 
resilient rubber in STA-TITE heels 
that makes them both comfortable 
and long wearing. STA-TITE’s pat- 
ented wire mesh is the most progres- 
sive step in rubber heel construction 
since rubber heels were invented! 


are made by 


| PANTHER PANCO 





GREATER THICKNESS... 


STA-TITE HEELS 





co. CHELSEA, MASS. e 











Shoe Store Windows Greet “New Day” 


[CONTINUED FROM PAGE 21] 


a bouquet! This was definitely a clear- 
ance window—but it was a clearance 
window which had dignity. One idea, 
carefully thought out and executed 
with imagination, was the basis of 
the display. Few shoes were shown— 
the legend on the sign was enough 
to ensure a large selection. There 
was no crowding of merchandise, 
hence no confusion in the minds of 
potential customers. Simply and with 
dignity this window did its work— 
and a good job it made of it, too. We 
stood at the window for several min- 
utes just to hear comments of pass- 
ers-by. Suffice it to say that they were 
very favorable. 

Another sale window which we can 
whole-heartedly commend was that of 
Winkelman. “We are BURNING (in 
large red letters tipped with yellow) 
up the country with our sensational 
shoe sale—Winkelman Shoes, $5.50— 
Values to $14.95,” read the legend on 
the wall. To carry out the idea of 
news, large blow-ups of recent news 
photos hung on the walls. Shoes were 
shown either on round glass plates sup- 
ported by a large hand, or on small 
logs. Here again, a sale window had 
dignity—and did a fine job, acccrd- 
ing to the number of lookers who were 
attracted to it. 


Cruise windows were much in evi- 
dence on Fifth Avenue. Perhaps one 
of the most imaginative—and most 
amusing because of that—was the up- 
town I. Miller window. “Fiesta” was 
the legend written against a white 
background in dark red streamers. A 
yellow and rose sailing boat with large 
sails of pale blue chiffon was covered 
with a profusion of brightly colored 
flowers. On the mast was a wreath 
of rose and yellow flowers, while a 
shoe was poised at the top of the mast. 
Deep blue streamers, set in undulat- 
ing lines on the white flooring were 
effective as waves, and especially at- 
tractive was the diminutive fish which 
lent a touch of gaiety and lightness 
to the window. 

Shoecraft’s cruise window was also 
worthy of mention. Against a deep blue 

d was a large white and blue 
palm tree standing on a platform cov- 
ered with artificial grass. Shoes for 
resort wear and resort accessories— 
beach bags, bags and shoes in pastels 
and white—were featured in the win- 
dow. But the item which caused the 
greatest sensation among passers-by 
was the Finnish type, rocker bottom 
shoe in green or red, with a card be- 
side it reading, “Made in Finland with 
sound effects for New Year’s Eve.” A 


World’s Fair poster marked the co- 
operation of this store with the general 
promotion. In the other window rein- 
deer-skin shoes called “Fintogs—Made 
in the Arctic Circle by Laplanders”— 
in both high and low styles, with col- 
orful embroideries on the uppers 
were the source of much interest to 
onlookers. These windows took care 
of both Southern and Northern vaca- 
tionists by means of the merchandise 
displayed. 

The A. S. Beck windows also played 
up the vacation theme. The back- 
ground was blue-green. Set in it was 
a steamer of the cruise type. Large 
green and tan patches on the back- 
ground, representing islands, were 
identified by the colorful figures, palm 
trees, buildings and painted beaches 
on them. White shoes, colorful braided 
sandals, huarache-type sandals and 
colorful accessories were featured. 
The window was given piquancy by 
means of travel folders on the floor, 
and a single shoe poised on a minia- 
ture airplane, suspended from _ the 
ceiling. 

The lower Fifth Avenue I. Miller 
store featured an excellent interpre- 
tation of the cruise theme. In a large 
tambourine was the sign reading, “Go 
crusing in Fiesta Colors—wild, warm 
exciting colors; soft, cool, quiet colors.” 
Against a pale blue background was 
a large white silk drape (of the Span- 
ish shawl type) embroidered in large 
pink and yellow cabbage roses. A 
huge strand of pink beads, draped on 
the floor, shoes, bags and matching 
gloves in subtle pastels, lent a vaca- 
tion air to this window. 

So it seems that shoe retailers are 
becoming more imaginative in their 
window displays. Never have we heard 
such favorable comment from passers- 
by—both about the merchandise and 
the method of showing it. Which 
brings us to an important point—mer- 
chandise this year—and particularly 
shoes—is so much more imaginative, 
amusing, gay and luxurious, that the 
shoe retailer is forced to give more 
thought to his methods of displaying 
it. Color is rampant—and the dis- 
play man must be careful in his mer- 
chandise groupings and the selection 
of his background and drapery colors 
against which it is to be displayed. 
It is both interesting and significant 
to note that the increase in the luxury 
of the merchandise has brought with 
it a proportionate increase in the sim- 
plicity of display props and a greater 
amount of thought and study in plac- 
ing them so that the shoes will have 
the spotlight of attention. In other 
words, the display man is becoming 
more careful in arranging his displays 
so that the richness of his props does 
not detract from the shoes themselves. 
One way of doing this is by using 
simpler props. And another is by 
careful arrangement of the merchan- 
dise. Both of these tendencies are 
evident in the shoe windows today— 
with a corresponding increase in their 
attractiveness and pulling power. 
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WOODEN SOLED DUTCH SANDALS 


Debs have gone “nuts’”’ over them 


manufactured by 


Cha 


INC, 
HAVERHILL , MASS 


FINLAND GRETCHEN 
§2.75 §2.50 


[Al Black Mesh, Patent Trim (| Black Mesh, Patent Trim 
Admiralty Mesh, Blue Calf Trim a [1] Admiralty Mesh,Blue Calf Trim 


Japonica Mesh, Japonica Calf Trim $2.25 Ell Japonica Mesh, Japonica Calf Trim 
[ID] Naturai Mesh, Tan Calf Trim [IK] Notural Mesh, Tan Calf Trim 

White Mesh, Tan Calf Trim [O} slack Patent [IL] White Mesh, Tan Calf Trim 

[F] White Mesh, Blue Calf Trim [IP] Admiralty Blue Cal [Ml] White Mesh, Blue Calf Trim 


[G] White Mesh, White Colf Trim [Q] sond Stone Tan Cal [IN] White Mesh, White Colf Trim 
‘CASE LOTS — 12 PAIR RUN [R] All White Calf CASE LOTS—24 PAIR RUN 








8 TOTAL SIZES 








i2 8. WIOTH 
PAIRS PRICES QUOTED ARE WHOLESALE ONLY 


















































DELIVERY IN TWO WEEKS FROM RECEIPT OF ORDER 


Date. 





= «66 








ORDER COLORS BY LETTERS 12 PAIR 24 PAIR 
Cases [] — Finland —Colors— [| OF OF = ee ie eer 
" 0) — Gretchen — = 06 6 OO [ | 
“ 0O—Windrii—- "—- O'°'OF OF QO Sioned Livetaesal 
Terms—2%/,, 10 days—Check enclosed [] C.O.D. [1] to credit rated concerns [] Charge acct. 
Signed_ 
Send all ordersto Eglelia-Milana, Ime. Rooms 829, 831,833, 47 West 34th St., New York City 





Si qo rewaesanugrewew7nwnvwae * 








UNRESTRICTED SELECTION 
OF PLATFORM MATERIALS — 


Platform materials can be se- 
- lected for cost, flexibility, resili- 
ency, edge character and weight. 


SECURE SOLE FASTENING — 


Both platform and outsole are 
fastened to the shoe by the sin- 
gle operation of sole stitching. 


MAXIMUM FLEXIBILITY — 


An inherent factor in the lock- 
stitch method of sole attaching. 


ECONOMY IN MATERIALS — 


In selecting platform materials 
and widths of bindings definite 
economies are possible. 


EASE OF MANUFACTURE — 


No necessity for special and ex- 
pensive operations. 
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All the items described above are out- 
standing advantages to manufacturers 
who are making platform or beaded 
welt shoes using the 


AC SOLE STITCHING MACHINE 
— MODEL C 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THIS 


Saturday, January 28, 


WEEK IN THE SHOE 


1939 


Natienal News 





Byron A. Gray Heads International Shoe 





Elected President to Succeed William H. Moulton, Who 
Retires After 30 Years of Service with Company 
—Other New Officers Chosen 


St. Louis—At International Shoe 
Company’s annual stockholders’ and 
directors’ meetings, held January 23, 
William H. Moulton retired as presi- 
dent and Byron A. Gray was elected 
to succeed him. James T. Pettus was 
made vice-chairman of the board; Ar- 
thur B. Fletcher and Dickson S. Stauf- 
fer were elected vice-presidents. Two 
new directors, Edgar E. Rand and 
Albert H. Jenkins, were elected to fill 
vacancies on the board. 

Other new officers elected are Robert 
O. Monnig, comptroller, and Carl E. 
Brueckmann, secretary. 

Frank C. Rand, chairman of the 
board, made the following announce- 
ment: 

“Mr. Moulton’s resignation was ac- 
cepted with deep regret. Through his 
leadership and active work he has made 
incalculable contributions to the com- 
pany during the three decades that he 
has been connected with it. His char- 
acter, ability and personality have 
made a lasting impression on his as- 
sociates, all of whom regard him as 
their personal friend. Mr. Moulton 
enjoys the respect, esteem and affection 
of the entire International Shoe Com- 
pany, his resignation as president is a 
distinct loss, but he remains on the 
board and will maintain headquarters 
at the company’s main offices. 

“Mr. Pettus has been in general 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 

February 12, 13, 14, 1939 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers’ Assn., Hotel Morri- 
son, Chicago, Ill... February 27, 28, 1939 

Buffalo Shoe Style Show, Hotel 
Statler. Buffalo, N. Y....March 5, 6, 1939 

Official Opening of American Leathers 
and Style Conference for Fall, 1939, 
Waldorf-Astoria Hotel, New York 

March 27, 28, 1939 

Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Marquette Hotel, Peoria, Ill. 

May 21, 22, 1939 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 11, 12, 13, 1939 

Iowa Shoe Travelers Association Con- 
vention and Style Show, Des Moines, 
Iowa June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13. 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 18, 19, 20, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New York 

September 18. 19. 1939 





charge of merchandising for a number 
of years and has directed the company’s 
policies in that important work. His 
faithful work in this department and 
intimate knowledge of merchandise 
have been and are substantial factors 
in building the company’s large volume 
of sales. To him, probably more than 
to any other man in the organization, 
is given credit for fixing the standard 
of quality in the company’s shoes. 

“Mr. Gray has been connected with 
the company since 1909 and has de- 
veloped with its growth. His close ap- 
plication, self-sacrifice, energy and abil- 
ity have well fitted him for the posi- 
tion. Because he is thus equipped, Mr. 
Gray is able to assume larger respon- 
sibilities with the full confidence of 
those who have worked with him for 
many years.” 

Upon retiring, W. H. Moulton made 
the following statement: 

“After fifty years in the shoe indus- 
try, thirty of which were with Roberts, 
Johnson & Rand and the International 
Shoe Company, I have tendered to the 
International Shoe Company my resig- 
nation to take effect January 23, 1939. 

“My only regret is that I cannot live 
again those thirty years with the same 
fine group of men that make up the 
organization of the International Shoe 
Company.” 


Phyllis Shoe Co. Moving 


NEWBURYPORT, Mass. — Phyllis Shoe 
Co. has taken the Burley & Stevens 
factory and plans to move its business 
from Lowell to this factory. It will 
employ 250, making women’s novelty 
shoes. 





(40) 





LAST 
CALL 


FOR ACTION! 


TO SHOW—TO SEE 
SPRING STYLES 


TO BUY—TO SELL 
SPRING SHOES 





MIDDLE ATLANTIC 
SHOE RETAILERS 
ASSOCIATION 


CONVENTION AND 
SHOE FAIR 


FEB. 12-13-14 


LORD BALTIMORE 
HOTEL 
BALTIMORE, MD. 





IT WILL BE 
AN ACTION SHOW 


Style trends are known. 
Orders can be ed or 
taken with confidence. An 
attractive program of dis- 
cussion interesting to all— 
a little fun. 


“COME TO THE 
FAIR” 





WRITE FOR INFORMATION 
DISPLAY SPACE OR RESER- 
VATIONS TO 


MIDDLE ATLANTIC 
SHOE RETAILERS 
ASSOCIATION 


400 N. Broad Street 
Philadelphia, Pa. 
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Men, Too, Like Style Variety 


centrates on shoes made by the E. E. Taylor Corporation of Augusta, M 





Iowa Travelers Name 
Committees for Show 


Des Moines, lowa—A special meet- 
ing called by Carl P. Ortlund, presi- 
dent of the Iowa National Shoe Trav- 
elers’ Association, for January 14, 
was well-attended and an enthusiastic 
report was given by the delegates who 
attended the national meeting at Chi- 
cago. Carl P. Ortlund, president, ap- 
pointed the following committees: 
Entertainment: O. R. Blechinger, 

chairman; J. E. Wm. Prescott and 

E.. N. Ochsner. 

Auditing: H. N. Dilley, chairman, and 
Roy Bishop. 

Grievance: A. N. McKay, chairman, 
and Bert Goldman. 

Resolutions: Frank P. Gardner, chair- 
man, and A. C. Robertson. 

Publicity: J. E. Wm. Prescott, chair- 
man; C. F. Payton, and Willard M. 
Griest. 

Membership: Con Quinn, chairman; E. 
C. Cooper, Harry Barton, Ed Gal- 
lagher, Harry Stanford, Perrie J. 
Smith, Walter Gibson and Tom 
Toohey. 

Rooms Committee: W. P. Williamson, 
chairman; A. C. Robertson, C. F. 
Payton, and F. W. Samson. 

A special meeting has been called 
for Friday, February 3, at 7.30 
P. M., at the Hotel Fort Des Moines, 
Des Moines. A joint meeting of the 
officers of the Iowa National Shoe 
Travelers’ Association and the officers 
of the newly-reorganized Iowa Shoe 
Retailers Association to discuss the 


Iowa Shoe Fair to be held in Des 
Moines June 11-12-13, 1939, at Hotel 
Fort Des Moines, Des Moines, Iowa. 


Marott Plans President’s Ball 


INDIANAPOLIS, IND.—George J. Ma- 
rott is planning an invitational ball 
at the Marott Hotel, January 30, which 
will be one of seven President’s birth- 
day balls to be held in this city. 

The ball will be the only invitational 
one of its kind in the country. Mr. 
Marott will be host, defraying the ex- 
pense in order that the entire proceeds 
may be distributed locally among the 
James Whitcomb Riley Hospital for 
Children, City Hospital and the James 
E. Roberts School for Crippled Chil- 
dren. Seven hundred guests have been 
invited. 


Geller Opens Miami Shop 


Miami BeacH, Fia—aA new store 
opening on Lincoln Road for the first 
season is Andrew Geller of New York. 
This shop is in charge of N. S. Pres- 
berg, New York, and is in the Lincoln 
Center Building, a part of the Jay 
Mignon apparel salon. 

The newest in shoes offered here is 
“Rhamgodies,” a species of ringed 
lizard found in the Malay Archipelago. 
It is offered in its natural gray and 
has also been dyed many colors. The 
leather has been assembled in bags, 
a and boutonnieres to match the 
shoes. 





@ 


amos 
Stretchable Leather 


The most widely advertised material in the Shoe Trade. 


When hundreds of dealers spend their own money advertising 
your product it means just one thing: 


They are responding to a public demand. 


Vamos stretchable leather, the miracle material made possible 
by “Lastex” the Miracle Yarn, came into its own last fall with 
a public demand from Maine to California, and from Washing- 
ton to Florida. Here are the figures to prove it. 


Dealer advertisements featuring shoes made with Vamos 
stretchable leather, and taken from newspapers from every 
State in the union, were clipped during the Fall season as 
follows: 

August 146 

September 657 

October 867 

November 891 


This unsubsidized advertising record represents a record we 
believe unequalled and unapproached in the history of the 
shoe industry. 


New leathers, new processes, new patterns and new ideas will 


make the 1939 record even more memorable. 


ALFRED VAMOS 


405-409 MARBRIDGE BUILDING NEW YORK 


Inventor and sole authorized distributor of Vamos stretchable leather 
and creator of “Lastex’” shoe novelties. 





Women's Shoes 





The 
do klong ts th pale tne mada 


SAKS has it IN-STOCK 
no slipping + 
me gaping => 
ao “biling” =» 


Made on perfectly-fitting, special pump lasts. 
Flexible Shiccas. 


annne $2.40 
M.J.SAKS SHOE CORP. 152 Duane St. N.Y.C. 














| 
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Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 


ee a a ae 


ome 


Dancing Shoes and Taps 


PLEXI@LE TAP DANCING SHOES 


IN-STOCK 


~ es 4 
Shtarea’s BeOwMT 
Owens Snot Co. 


1.48 


28 Goodhve St. 
Sciem, Mass. 








Albert Kovats in Boston 


New YorKk—Albert Kovats, who rep- 
resents Alfred Vamos, New York City, 
sole distributors for the shoe industry 
of “Lastex” leathers and fabrics, will 
be stationed permanently in Boston 
where he will have an office and con- 
— the trade throughout New Eng- 
and. 
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Notes Definite Demand 
For Better Shoes 


New York—There is a definite trad- 
ing up tendency on the part of custom- 
ers at Winkelman’s, Fifth Avenue and 
42d Street, according to General Man- 
ager William Beals, who regards this 
increased demand for finer quality foot- 
wear as one of the heartening signs 
that point to a better shoe business in 
1939. 


WILLIAM BEALS 


, 


“It looks to us like a banner year,’ 
declared Mr. Beals, who was promoted 
to his present position last November 
after four years in the Winkelman de- 
partment in Baltimore. Sales for the 
New York store stepped up 29% as a 
result of his initial efforts and the unit 
price per pair showed a gratifying in- 
crease. He feels that colors are de- 
cidedly in the picture for Spring, and 
he has even bought suedes in the pastel 
shades. He is not so keen on blue as in 
past Spring seasons, but looks for some 
call for reptiles and has bought them 
accordingly. 

Mr. Beals, who is 34 years old, 
started in the shoe business at 17 at the 
Star Shoe Store on 34th Street, and 
went from there to the I. Miller depart- 
ment at Russek’s, and later to Miller’s 
Fifth Avenue store. Then Arthur Liv- 
ers, then with the Miller organization, 
put him in charge of an I. Miller de- 
partment in Reading, Pa., and two 
years later he was given charge of two 
stores at Springfield and Northampton, 
Mass. Later on he opened a Winkel- 
man department in Springfield and 
three years later was transferred to 
Baltimore, where he was manager for 
four years. 

“Up from the fitting stool” to the 
management of a Fifth Avenue store 
and responsibility for buying shoes for 
six other Winkelman departments, and 
still a young man, Mr. Beals has a 
record which suggests the probability 
that he may still go far in his inter- 
esting vocation of merchandising shoes. 


MRS. DAY'S 


FLEXIBLE Wa/king 
' SHOES 


Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — "Mrs. Day's Ideal.” The 
reputation of this name is known te 
mothers of two generations and is 
a prime asset to the many far- 
sighted children's shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line. 


MRS. DAY'S 
IDEAL BABY SHOE Co. 
DANVERS, MASS. 








Purchases Oxford Shoe Co. 


BALTIMORE, Mp. — The Chesapeake 
Shoe Co., of this city, makers of chil- 
dren’s shoes, announce that they have 
purchased the realty, including the fac- 
tory building and all of the physical 
assets of the New Oxford Shoe Co., at 
New Oxford, Pa. This includes all 
patterns, lasts, machinery and the like. 
The New Oxford Shoe Co., which dis- 
continued production some months ago, 
produced misses’ and children’s welts 
in the medium-price brackets. Pro- 
duction of goods of a similar charac- 
ter will be carried on by the purchas- 
ers, whose main office will remain in 
Baltimore. Mr. Goldstrom, of the 
house, said that they would begin pro- 
duction in the newly-acquired property 
in the immediate future. 


Stylist Opens New 
Headquarters 


CINCINNATI, OHI0O—Fred W. Wiech- 
man, shoe pattern designer, has moved 
his offices to new and larger quarters 
in the Este Building, 124 E. 74th 
Street, on the third floor. 

The move was made necessary be- 
cause of increasing business and at the 
same time, Mr. Wiechman plans to add 
to his equipment, personnel and style 
service. 
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N. Y. S. Directors to Meet 


ROCHESTER, N. Y.—President Gard- 
ner, of Oneonta, announces that a mid- 
Winter meeting of the Board of Di- 
rectors of the New York State Shoe 
Retailers Association will be held at 
the Syracuse Hotel, Syracuse, Monday 
noon, February 20, with luncheon. 
A director to succeed the late Frank 
E. Gibbons, president of the Dow S. 
Barnes Co., Ithaca, may be elected. An 
open forum to discuss questions per- 
taining to the retail shoe business will 
follow. 


Additions to Sbicca Sales Staff 


PHILADELPHIA, PA.— Two additions 
have been made to the selling staff of 
Sbicea, Inc., makers of women’s shoes 
under the Sbicca process, in the ap- 
pointment of Samuel Goldstein and 
Emil Olsen. Mr. Goldstein, who is the 
son of William Goldstein, shoe manu- 
facturer of New York, will have his 
headquarters in Los Angeles, Calif., 
and from this point will cover the en- 
tire Pacific coast. Mr. Olsen will pre- 
sent the line through the Mid West. 


Longini Enlarging Factory 

CINCINNATI, OHIO — Longini Shoe 
Manufacturing Company has recently 
acquired two additional floors in their 
building, giving them a total space of 
forty thousand feet for manufacturing 
purposes. This was made necessary 
by the success of their woven shoes 
and their line of arch shoes. The com- 
pany expects 1939 to be the biggesi 
year in the history of the firm. 


Adds Shoe Department 


PENSACOLA, FLA.—Porter’s Bazaar, 
one of Pensacola’s oldest mercantile 
establishments, has acquired the shoe 
business of the late S. H. Fried. With 
the addition of this shoe department 
Porter’s Bazaar now becomes a com- 
plete department store. 


Shoe Club Formed in Dallas 


DALuLAs, TExAS—Inspired by the suc- 
cess and accomplishments of the Fort 
Worth Shoe Club, a Dallas Shoe Club 
has been started which, the organizers 
feel confident, will bring beneficial re- 
sults in the local retail shoe trade. 
Night sessions are being held, at which 
meetings the traveling men and whole- 
salers are invited to attend. 

The following well-known shoe men 
constitute the officers: Donald Maxwell, 
A. Harris & Co., president; George Po- 
tashnick, Titche-Goettinger Co., vice- 
president; K. B. Wooley, Graham- 
Brown Shoe Co., secretary-treasurer. 
Executive Committee includes: L. H. 
Graves, Neiman-Marcus Co.; Claud 
Hamrick, Higginbotham-Bailey-Logan 
Co.; W. H. Mannefeld, Florsheim Shoe 
Co.; Ted Marcy, Reynolds-Preland Co.; 
C. R. Mayes, Sanger Bros., and C. M. 
Selby, Volk Bros. 

At the first meeting, Herbert Mar- 
cus, of Neiman-Marcus, made a most 
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THE WINTHROP 


KLOMP 


A real Dutch Type 
Shoe made over the 


original Winthrop last. 


IN-STOCK 


2900—Saddie Oak 
with Half Double 


Sole. 
2903—Luggage Tan 
Grain with Crepe Sole 
ond Heel. 
2904—Buffwood Sad- 


dle with Leather Sole 
and Prestitched Welt. 


Narrow 7-12 
Wide 6-12 


Price $3.25 
Terms, 5% 30 Days 


To be Advertised in April Esquire 


WINTHROP SHOE COMPANY 


DIVISION OF 
ST. LOUIS 


INTERNATIONAL SHOE CO. 


MISSOURI 





inspirational address. Arthur L. 
Kramer is scheduled to speak before 
the club at its next meeting, which will 
be held on February 14 at the Hotel 
Adolphus. 


Ball-Band Salesmen Meet 


MISHAWAKA, IND.—Salesmen for the 
Mishawaka Rubber & Woolen Mfg. 
Company here, are gathering in re- 
gional sales meetings to study the 1939 
Ball-Band line in preparation for the 
annual Spring sales trip to secure ad- 
vance orders for next Fall and Winter 
retailing. 

Meetings are being held in Pitts- 
burgh, Knoxville, Chicago, Ogden and 
Omaha. Salesmen for the New Eng- 


land States and greater New York will 
meet in Brattleboro, Vermont, in the 
offices of Dunham Brothers Company, 
eastern Distributors for Ball-Band 
footwear. Executives of the company 
in charge of the meetings will be E. J. 
W. Fink, president and general man- 
ager; G. D. Babcock, manager of sales, 
and J. L. Duncan, assistant manager 
of sales. 

These meetings are held to display 
the new styles of Ball-Band footwear 
for the coming season and to discuss 
sales and advertising plans that are 
designed to help merchants who retail 
the company’s line. New styles have 
been created to stimulate consumer de- 
mand and the salesmen are looking for- 
ward to a very successful season. 





TO 
BUY 


Store Fixtures 


HOWELL 
CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteel. You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


| HOWELL Sin: 


Riding Boots 














Shoe Production Gains 


In December 


New York—<According to the Tan- 
ners’ Council of America, shoe produc- 
tion in December reached 27,000,000 
pairs, an increase of 28.2 per cent over 
output in December, 1937, when 21,- 
047,000 pairs were produced. While 
production in December fell off from 
the November level, the Council esti- 
mate indicated that the decline was 
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the closing months of 1938 was viewed 
with satisfaction in the trade as an 
indication of satisfactory retail sales. 
Reports from shoe manufacturing cen- 
ters in the last two weeks confirm the 
basis for optimism afforded by Decem- 
ber production. Shoe factories are 
said to have received large orders for 
Spring numbers and it is expected that 
output in coming months will compare 
favorably with the same period a year 
ago. 
Based on the above estimate of De- 
cember shoe production, total output 
in 1938 amounted to approximately 
385,350,000 pairs. This would be a 
decline of only 6.5 per cent from the 
19387 volume when 411,969,000 pairs 
were turned out. 


Southwest Selects Its Shoes 


[CONTINUED FROM PAGE 15] 


sueded leathers with unexpected 
touches of color; some open toes, some 
closed; some closed heels and some open 
shanks. 

Air-conditioned shoes were bought 
heavier for the coming Spring and 
Summer than ever before. Mesh fabric 
in dark shades, wine, blue and white 
received a big play. Wheat linen is still 
important when trimmed with tan. 

Platform soles are very strong in the 
casual types, as the felt platform gives 
women the comfort that wearers of 
shoes of this nature appreciate. Buyers 
who have done a good job in publicizing 
platform shoes during the past season 
have greatly increased their stocks of 
platforms for the coming Spring and 
Summer months. These buyers feel 
that the platform gives them an oppor- 
tunity of showing more color contrasts, 
especially in the play patterns. Shoes 
in this category, well-versed buyers be- 
lieve, are definitely extra pair sales, as 
every woman will buy one or two pairs 
if for no more reason than to get a 
change from the less comfortable high 
heel, hard sole types she has been 
wearing. 

On platform shoes for afternoon, 
most of the buyers held off somewhat 
due to their lack of knowledge of how 
to sell this high fashion item. One im- 
portant buyer, who does an outstand- 
ing job in top grade fashion shoes, de- 
tailed 75 per cent of his orders for the 
coming Spring with platform soles. 


Look to Your Stocking Colors 


[CONTINUED FROM PAGE 17] 


and other accessories this Spring, then 
get alive to it (if we may be vuigar). 
Study your leading shoe colors and the 
ready-to-wear market, too, in relation 
to the stocking colors. Teach your sales 
clerks to call the customer’s attention 
to the special need for the correct 
stocking shade for her new shoes. Teach 
the girls who sell the stockings to know 
what stocking colors are fashion right 
for which shoe as well as clothing 
colors. 





ve ee 
G.H. BASS & CO 


For your help in buying, we have 
listed below the correct hosiery shades 
in relation to three groups of popular 
shoe colors, as selected by some of the 
leading stocking manufacturers: 

JAPONICA, ROSY RUSTS AND 
COPPERS: Sonata (Van Raalte), To- 
morrow (Nomend), Sunset Glow (Hole- 
proof), Rapture (Phoenix), Coral 
(Gotham), Flicker and Bob White 
(Berkshire), Tanagra (Nolde & 
Horst), Flirt and Tandem (Brown 
Durrell), Sun Deck (Propper-McCal- 
lum), Tiger Lily (Artcraft). 

PURPLE, MAUVE AND FUCHSIA 
FAMILY: Priscilla Beige (Nomend), 
Twilight Mauve (Holeproof), Pagan 
(Dexdale), Thistle Blown (Roman 
Stripe), Grenata (Nolde & Horst), Fire- 
man’s Flame (Brown Durrell), Cordial 
(Proper-McCallum), Prunella, Oleander 
and Wisteria (Artcraft), Lark (Berk- 
shire). 

GOLD AND YELLOW FAMILY: 
Today (Nomend), Prudence (Phoenix), 
Mustard (Dexdale), Sugar Cane and 
Marigold (Roman Stripe), Topaz to go 
with Molyneux’s Sunshine (Nolde & 
Horst), Sextet (Brown Durrell), Mari- 
gold (Artcraft). 

In its 1989 Spring Hosiery Card the 
Textile Color Card Association has 
given a very comprehensive listing cov- 
ering a wide range of new fashion 
colors. And in its Coordination Chart 
you will find these colors coordinated 
with the leading accessory and costume 
shades. 
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The AMSTERD 


The AMSTERDAM, an original Dutch 
Boy last designed at our Brockton 


Branch, has won definite acceptance. 


The shoe illustrated is a fine new 
Dutch Boy model that will appeal to 
younger men especially. Well-known 
shoe merchants will supply their 
customers with several new styles 
for spring and fall made over the 
AMSTERDAM. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 














Carton Labels 


le allied 


LA BELS 


TOLMAN- DAVIDSON 


ADVERTISING PRESS 
; t t. Boston.M 








New Officers of Southwestern 
Shoe Travelers 


San ANTONIO, TeExas—The best- at- 
tended convention in the history of the 
Southwestern Shoe Travelers Associa- 
tion elected C. W. Gross, of Dallas, as 
president for the ensuing year at the 
annual meeting held on January 14 
at the Hotel Gunter, this city. As is 
customary, the travelers convened the 
day previous to the annual convention 
of the Texas-Oklahoma Shoe Retailers. 

Just 110 members in good standing, 
out of a total membership of 325, were 
at this meeting, In all, 265 members 
of the association showed their lines 
at the convention. 

Excellent reports from past-presi- 
dents W. T. Stephenson and J. J. Buck- 
ley, delegates to the N.S.T.A. conven- 
tion in Chicago on the workings of the 
national organization, were enthusi- 
astically received. This travelers or- 
ganization has grown so large and the 
duties of the secretary have increased 
so much, that a committee was ap- 
pointed to work out a financial ar- 
rangement with the thought of put- 
ting the secretary on a paid basis. This 
committee was also instructed to work 
out details for death insurance for 
members. 
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Modern Showplace for Shoes 


As was previously mentioned in these columns, Brauer Bros. Shoe Co. opened this 
attractive new showroom a short time ago in the Marbridge Building, New York, 
coincident with their initial showing of their new Spring line which marked a big 
step forward in their styling policy. The new showroom, the permanent office of 
the company in New York and the headquarters of W. Ted Shaw, eastern repre- 
sentative of Brauer Bros., is attractively furnished in walnut with walls and drapes 
in lighter colors which, illuminated by indirect lighting, furnishes an atmosphere 
where the customer can conclude his business at his ease. 





It was voted to put on the shoe show 
in Dallas at the Hotel Adolphus on 
May 29-31, 1939, under the manage- 
ment of W. T. Mitchell. 

In addition to the election of C. W. 
Gross as president, the following trav- 





A New Type of Bag Fastener 


a totally new kind of bag fasten- 
which x 


z 


sFEEET! 
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elers were elected to these respective 
offices: Nat Cohen, Houston, vice-presi- 
dent, and W. T. Mitchell, San Antonio, 
secretary-treasurer. Directors: chair- 
man, W. T. Stephenson, St. Louis; Ben 
E. Weber, San Antonio; Bert Wandley, 
Dallas; J. C. Simmons, Wichita Falls, 
and W. B. Taylor, Arlington. 


Douglas Opens New 
Sample Rooms 


Los ANGELES, CALIF.—New perma- 
nent sample rooms have been opened 
in Suite 311, Lankersheim Hotel, this 
city, by the W. L. Douglas Shoe Co., 
Brockton. R. H. Peek is representing 
the complete Douglas line, while H. O. 
Webster is handling the C. F. Rich- 
mond Shoe Co. products. Both sales 
representatives have the Denver, West, 
territory and operate from the Los 
Angeles headquarters. 


Thompson Represents 
Claremont Shoe Co. 


Fort WortH, Texas.— Norton 
Thompson is now representing the 
Claremont Shoe Co. of Manchester, 
N. H., in the States of Texas, Okla- 
homa, Arkansas and Louisiana. Head- 
quarters will be at 2240 W. Magnolia 
Street, this city. This factory is the 
new $5.00 style line of the Interna- 
tional Shoe Co. 
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G08 HOUSEWEEPING/ 
\ as advertised 5) 
therein : 


f\, SERVICE AY 


Here’s something you can talk about... something that 
helps sell Poll-Parrots ... Where else can you get shoes 
with these three big endorsements? Just one of the big 
reasons you should wire or write for a representative. 


ROBERTS, JOHNSON & RAND Branch of International Shoe Co. ST. LOUIS, MO. 





June Travis at the Shoe Fair “In Person” 


Miss June Travis of Hollywood fame, daughter of Sam Grabner, vice-president of 
the Chicago White Sox, was a visitor on State Street and to the National Shoe Fair 


recently. 


She made a personal appearance at the grand opening of the new Jolene Holly- 
wood Style shoe department in the remodeled basement shoe section of Mandel 
Bros. department store, where she autographed hundreds of her own photographs. 

Leo Reitman, buyer for the section, reports that the opening and promotion of 
the Tober-Saifer shoe line was most successful with many pairs sold during the 
first day. More than 4000 women attended the event. 

Later in the day Miss Travis also made a public appearance in the display 
rooms of the Tober-Saifer Shoe Company where she selected her Spring ward- 


robe of shoes. 





Walk-Over Dealers Meet 
In New York 


New York—A large group of Walk- 
Over retailers from New York City 
and environs gathered recently at a 
dinner at the Hotel Taft in New York 
te hear executives of the Geo. E. Keith 
Company present merchandising and 
advertising plans for the coming sea- 
son, 

With the Geo. E. Keith Retail Stores 
opening a new store on March 1 at 548 
Fifth Avenue, handling both men’s and 
women’s shoes; and the New York 
World’s Fair opening the last of April 
and bringing its expected millions of 
visitors to the city, an augmented ad- 
vertising and promotion campaign is 
planned by the Walk-Over people. 


Geo. H. Leach, executive vice-presi- 
dent of the Keith company, presided 
and welcomed the dealers. He re- 
viewed business events of the last six 
months as relating to the New York 
district, told of Walk-Over operations 
at the present time and then gave the 
meeting a look into the future. 

Fred L. Hasey, head of the com- 
pany’s retail stores organization, took 
up some of the questions confronting 
shoe retailers today, not only in New 
York, but elsewhere in the country. He 
told of the new Fifth Avenue store, 
soon to open and led a discussion of 
mutual retailing problems. 

The story of the company’s advertis- 
ing program for the coming season was 
presented by Deane E. Alexander, ad- 
vertising manager. Members of the 
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SATISFACTION 


sales force and representatives of the 
stores included in the New York retail 
organization were guests, as was H. 
M. Montgomery, vice-president of 
Ferry-Hanly Company, and advertis- 
ing counselor for the Keith company. 


Boston Shoe Associates 
Elect Officers 


Boston, Mass.—The annual dinner 
of the Boston Shoe Associates was held 
at the Lenox Hotel here, recently. This 
association was organized in 1886 by a 
band of commercial traveling salesmen 
selling to the wholesale and jobbing 
trade, the object of the association 
being purely fraternal and social. A 
business meeting was held at 6:30 at 
which the following officers were 
elected : 

President, Charles Baughman, Asso- 
ciated Merchandise Corp.; Vice-Pres., 
T. Kenyon Holly, Holly Shoe Co.; 
Sec’y-Treas., John Thornton, John A. 
Frye Shoe Co. 

Directors—Moses, Ellis, Bray, Stan- 
ley & Ellis; Charles Anthony, Somer- 
set Shoe Co.; Robert H. Adams, 
Charles Cushman Co.; George Weldon, 
Geo. Weldon Leather Co., and Emery 
Gronvold, Gil-Ash Shoe Co. 

A special committee was appointed 
for the purpose of increasing member- 
ship. After the dinner an hour or so 
was given to association festivities at 
which many of the older members were 
present and were greeted by the 
younger generation. 


Harry Cratz to Sell 
Rhythm Steps in Northwest 


St. Louts—Harry Cratz, who has 
been connected with Johnson, Stephens 
& Shinkle Shoe Co. for the past twelve 
years and who has traveled the North- 
west territory with their Fanchon and 
Fashion Plate lines of shoes, has been 
appointed sales representative to suc- 
ceed L. R. Record, deceased, with the 
Rhythm Step line in the same territory. 
Mr. Cratz is well known to the mer- 
chants of that section as a young man 
of exceptional ability, who is familiar 
with retail conditions in the territory 
and will be able to serve them with 
efficiency and understanding. 
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_ ‘Profitable Showmanship’ 


“Profitable Showmanship,” a new 
volume by Kenneth Goode and Zenn 
Kaufman, is an effort to bring ballyhoo 
down to earth, and tell how to drama- 
tize a product into bigger sales. Writ- 
ten by two well-known sales and adver- 
tising experts, they tell how it is possi- 
ble to apply showmanship to one’s own 
business. 

Business is the greatest show on 
earth. And the authors say that the 
same principles of showmanship that 
pack a theatre or a circus tent can 
be applied to the job of moving goods 
to dealers’ shelves, or to the home of 
the consumer. 

The book is really an attempt to 
analyze which types of ballyhoo are 
successful for each type of promotion 
for the “masses of people today can 
be influenced only by the dramatic, the 
graphic, the simple smash.” For 
whether we like it or not “advertising 
has got to go into the business of show- 
manship.” 

The authors have built their book 
around a 12-point formula so that no 
matter what the situation, the reader 
will know how to apply the principles 
of showmanship to it. 

“As every advertising man knows, 
showmanship is merely another name 
for the well-known advertising principle 
of getting attention. And the book is 
largely an account of conscious and un- 
conscious showmanship of product and 
people. 

“Don’t tell people how good you make 
your goods. Tell them how good your 
goods make them.” In other words, 
appeal to the human emotions and 
weaknesses. 

Showmanship covers a wide field. It 
touches—often enough controls—every 
kind of business, every kind of selling 
problem, and nearly every promotion 
problem. Cornerstoned on integrity and 
sincerity, showmanship should fear 
nothing 


The book is another attempt to jus- 
tify the statement of Shakespeare that 
“All the world’s a stage, and all the 
men and women merely players.” 
(Prentice-Hall, Inc., New York, $2.75.) 


To Hold Shoe Courses 


Boston, Mass.—Members of the shoe 
industry and any others who are in- 
terested in widening their knowledge 
of shoes, shoe fitting and retail shoe 
salesmanship are to be given the op- 
portunity by the University Extension 
Division of the State Department of 
Education. 

Two courses, both under the direction 
of Philip Bayes, of the Solby-Bayes 
Shoe Company, Boston retailers, have 
been prepared. 

The first, a course in “Shoe Ther- 
apy,” is intended primarily for po- 
diatrists and chiropodists, also for 
advanced members of the retail trade, 
and will include such subjects as. “His- 
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tory and Evolution of the Shoe Indus- 
try,” “Methods of Shoe Construction,” 
“Parts of the Shoe,” “Orthopedic 
Shoes,” “Essentials of Correct Shoe 
Fitting,” “How to Measure Feet and 
Determine Heel Heights,” “Analysis of 
Worn Shoes,” and “Cases.” 

The second, designed primarily for 
retail salesmen and those who would 
like to know something about shoe sell- 
ing, will be similar to the course in 
Shoe Therapy in many respects, but 
will include, also, lectures on foot an- 
atomy and practical selling suggestions. 

Both courses will be given in class 
rooms of the Massachusetts Institute 
of Technology, the first course to begin 
on the evening of Feb. 6 and the sec- 
ond, on Feb. 7. Classes will be held 
from 7 until 8.30 P. M. The State De- 
partment of Education (University Ex- 
tension Division) has prepared printed 
literature describing the courses and 
telling how to enroll. 








qs Vogue says #: “A brand 
new family of beach shees” 


Scoops........ “cheir high soles are scooped 
our so chat your feet St right dows into 
them” They're cushiony, resilient and s 
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‘The body of the scoop is made of cock 
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Leather Outlook Bright 


MONTREAL, CAN.—Outlook for shoe 
leather in the coming year is 
hopefully by Aubrey Davis, president 
of the Davis Leather Company. In a 
New Year’s statement, Mr. Davis, 
speaking for his firm, says: 

“It is our expectation that 1938 will 
mark a decided increase in the demand 
for good shoe leather over 1938. This 
increased interest seems reflected pretty 
well around the world, with the high- 
lights falling on the British Isles and 
the United States. 

“Reviewing raw material from which 
leather is made, we find the statistical 
position to be that the numbers of hides 
on this continent in the hands of tan- 
ners, packers, etc., are as low as they 
ever have been in history. 

“The price position shows light na- 
tive cows at 11.50 cents today, as com- 
pared with a 17-year average of 12.81 
cents from 1921 to 1937. The period 
selected excludes the three high-priced 
years following the war, but includes 
the four depression years of the in- 
dustry 1930 to 1934.” 


Celebrates 87th Birthday 


Ware, Mass.— Henry O. Robinson, 
former Ware shoe retailer, observed his 
87th birthday Jan. 12. For more than 
half a century Mr. Robinson operated 
his store in Main Street, later selling 
the business to Carl F. Bohmiller. A 
record of nearly 60 years membership 
in Eden Lodge of Masons is one of 
Mr. Robinson’s proud boasts. He was 
the recipient of hundreds of congratula- 
tory messages and did not fail to take 
his daily constitutional through Ware’s 
business section. 

He is in remarkably fine health and 
says his chats with the townspeople 
each day are more than worth the short 
trip from his home in Church Street. 

Mr. and Mrs. Robinson have two 
sons, Philip Robinson, of Ware, and 
Harold W. Robinson, of Springfield. 


Instructs in Shoe Selling 


Hotyoxe, Mass.—Leon Gotler, mer- 
chandising manager of the shoe depart- 
ment of Forbes and Wallace Co., 
Springfield, has been appointed an in- 
structor in shoe selling, a new course 
in the Holyoke Evening High School. 
The course is designed for shoe dealers 
and shoe clerks. 


Store Name Changed 


GrRaND RapPips, Micu.—The name of 
the Herold-Bertsch Shoe Co. has been 
changed to the Torson Lee Shoe Co., 
according to a certificate of amend- 
ment filed with the county clerk by the 
state corporations commission. The 
change was made subsequent to a meet- 
ing of stockholders. 





436 = = Oe oe. BD et eet Oe ce et et Cale 


6 Soweto eo a ee oo ae 


BOOT anv SHOE RECORDER, January 28, 1939 


Buffalo Retailers Elect Officers for °39 





Benjamin Etkin Named President of Association at Annual 
Meeting—Harry Deters Reengaged as Business Manager 


BuFrraLo, N. Y.— Benjamin Etkin, 
proprietor of Baker’s Shoe Shop, 1269 
Jefferson Avenue, a veteran in the re- 
tail shoe trade, although still in the 
prime of life, was elected president of 
the Buffalo Shoe Retailers’ Associa- 
tion at their annual meeting, January 
18. Other officers elected were: Vice- 
President, Fred Manning; secretary, 
Oliver F. LaReau (reelected); trea- 
surer, Joseph Schaetzer (reelected) ; 
directors: George L. Siefert, Michael 
H. Santercole, Robert L. Holmes, Clar- 
ence I. Lanich, Edwin W. Lauck, John 
I, Jacobs, retiring-president, and Her- 
man Meyer. George Lemmler, of An- 
gola, and Frank Panzica, of Lancaster, 
were elected honorary directors. 

The association decided to reengage 
Harry J. Deters, former business man- 
ager, in his old capacity as soon as he 
is able to leave the hospital, where he 
has been confined for a month. Mr. 
Deters for many years played a very 
important part in the life of the shoe 
trade in the city and made an enviable 
record as business manager of the as- 
sociation, from which he retired last 
year to enter another business. The 
association recently conferred the honor 
of a life membership on him in recog- 


nition of his past excellent services. 

The association also reengaged Car! 
Hoffman as its attorney and went on 
record as opposed to a sales tax in New 
York State. 

In assuming his new duties, Presi- 
dent Etkin, who previously had served 
as vice-president, announced that the 
association this year would make every 
effort possible to bring every shoe re- 
tailer in the city into the organization, 
and that its associated objective would 
be “Cooperation.” “If we retailers co- 
operate instead of fighting each other,” 
he said “a game in which everybody, 
including the public, loses, then we will 
all have a chance of living and let live. 
The shoe trade is a fine business, I 
would not care to enter any other. All 
it needs is cooperation.” 

The association also decided to sup- 
port the Buffalo Shoe Style Show, 
March 5 and 6. Louis Rubin is head 
of the list of salesmen who has been 
working hard to make this event a 
greater success than ever. 

President Etkin also announced that 
as part of the effort to promote a better 
feeling and more cooperation, a series 
of social events would be held, includ- 
ing a bowling party in February. 





Shoe Men to Dine 
at Cotton Club 


The sixth annual dinner of the Re- 
tail Shoe Merchants Associations of 
New York and Brooklyn will be held 
on February 19 at the famous Cotton 
Club, Broadway and 48th Street. 

An all-star cast, led by Cab Callo- 
way and his orchestra, will set the 
stage for an evening of gaiety and 
good fellowship. 

Retailers desiring to attend may be 
a part of this festive group by making 
reservations now with A. Dallek, sec- 
retary, 792 East Tremont Avenue, New 
York City. Tickets are $3 per person. 


Addition Begun for 
Arno Factory 


MICHIGAN City, IND.—An impressive 
ground-breaking ceremony for a new 
large addition to the factory of the 
Arno Company, subsidiary of the Scholl 
Manufacturing Company, Inc., Chicago, 
manufacturers of Dr. Scholl’s Foot 
Comfort Remedies and Appliances, took 
place at Michigan City, Ind., recently. 

The event marked the second step 
in an ambitious program of expansion 
of the Arno Company. 

The new building, a Smee heer mod- 


the Arno Company and provide em- 
ployment to many new workers. When 
completed the new building will give 
the company vastly increased facilities 
for large-scale production to take care 
of increasing sales. In addition to the 
new building, an extensive remodeling 
program is to be carried out in the 
present factory. A complete air con- 
ditioning unit will be installed, as well 
as the newest and most advanced type 
of machinery and laboratory equip- 
ment. 


Mandel Bros. Stage 
Big Shoe Promotion 


Cuicaco, ILL.—Mandel Brothers De- 
partment Store recently staged one of 
the biggest shoe promotions of the year. 
Topping the promotion was “Rham- 
bodie,” a ring-tail lizard from the 
Malayan archipelago, with shoes priced 
at $14.75, matching handbags at the 
same price, and belts at $2.95 and 
$3.95. All of the State Street windows 
and the large corner window at State 
and Madison Streets were devoted to 
shoes, including representatives of all 
lines carried by the store. Many of 
the shoes shown were those which also 
appeared in the style show at the Shoe 
Fair. Fashion shows of the new lines 
and patterns were staged in the store 
dining room during the luncheon and 
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tea hours. To advertise the event the 
store ran a four-page section in the 
Chicago Tribune. 

The various types of lizard shoes 
played an important part in the style 
shows. Also featured in this promo- 
tion were elasticized watersnake shoes 
for prior to Easter wear. These were 
shown in open toe and back pumps, 
ties and step-ins, and in high and low- 
heeled styles in natural beige, gray, 
blue, black, and Sierra tile. Nearly all 
of the shoes in all fabrics were open 
toes with black patent leading the pa- 
rade followed by Sierra tan and Ja- 
ponica. Reddish browns and blues were 
also emphasized. 


Henry S. Waters Named Buyer 


San Francisco, Cauir.—Henry S. 
Waters has been appointed women’s 
shoe buyer for the Sommer & Kauf- 
mann Grant Avenue store. 


Fire Destroys Shoe Store 


LitTLETON, N. H.—The shoe store 
of Frank D. Mullens was destroyed by 
a $350,000 fire which swept through 
the business district here, recently. 
Several other business establishments 
were wiped out in the worst conflagra- 
tion in this White Mountain trading 
center, including the large McLeod 
department store. 


Shoe Changes in Providence 


PROVIDENCE, R. I—Emmett Smollins, 
associated with the women’s shoe de- 
partment at Shepard’s for a year and 
a half, has been appointed manager 
of the store’s men’s, women’s and chil- 
dren’s shoe departments. Mr. Smollins 
was previously associated with the shoe 
department at Gladding’s for 12 years. 

He succeeds William R. Briggs, who 
has become manager of Kay’s, 144 
Westminster Street, operated by Ber- 
nie Kay. The store features women’s 
shoes exclusively in newly-opened quar- 
ters in downtown Providence. 

Ray’s, Inc., retail shoe shop, closed 
for 11 weeks following the disastrous 
hurricane and a fire which followed, 
has reopened with Joseph Williams as 
manager. The store is still owned by 
Harry Glickman. The new store has 
50 chairs, an increase of 10 over pre- 
vious accommodations. The entire de- 
signing job was done by Mr. Glickman. 

Another local change is the appoint- 
ment of Joseph McCarthy as manager 
of the W. L. Douglas Shoe Store, where 
he succeeds Ernest L. Jeffrey, who has 
been manager of the store and a dis- 
trict manager as well. Mr. Jeffrey has 
now been transferred to Boston head- 
quarters and placed in charge of the 
entire New England district. Mr. Mc- 
Carthy comes to this city from the 
Douglas store in New Haven, Conn., 
although he had been previously with 
the local store. 
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SALESMEN WANTED 


SALESMEN WANTED 


BUSINESS OPPORTUNITY 








peting lines. 


SALESMEN WANTED: The rapid growth and contemplated 

expansion of our In-Stock Depart- 
ment has created openings for several live salesmen experienced in selling Men's 
Better Shoes. Our lines retail at $4 and $5, and are outstanding for Style and Quality. 
lines carried, territory travelled, and all 


Write full particulars as to experience, 
information necessary to acquaint us with your ability. No objection to non-com- 


PLYMOUTH DIVISION, John E. Lucey Shoe Co., Middleboro, Mass. 











SALESMEN WANTED 
NEW YORK CITY and VICINITY, 
NEW JERSEY, PENNSYLVANIA, 
CHICAGO, and VICINITY. 
These productive territories, now hav- 
ing active accounts, are open for ex- 
perienced salesmen to sell Nationally 
known line of Athletic Footwear, Rid- 
ing Boots, Work Shoes, Rubber and 
Tennis Shoes. 


Address No. 109 care BOOT & SHOE ~— 
229 West 39th Street, New York. N. 











ANTED—Salesmen by established manvfac- 

turer of quality work shoes selling direct te 
retailers at factory prices. Territories protected. 
No objection to non-competing side lines. Write 
stating territory covered and lines carried. Ref- 
erences.. Address $111, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 


LESMAN wanted with established trade for 

entire New Jersey, ex perienced in selling 
popular priced s’ and men’s dress and work 
shoes for a New York Jobber. Give references. 
Address $105, care Boot & Shoe Recorder, 239 
West 39th Street, New York, wy 


SALE: -ESMEN WANTED for New England and 
New York State and Pennsylvania to carry 
a short poomer riced work shoe line on com- 
mission sis. his is a good line. Address 
2106, care Boot & Shoe Recorder, 140 Federai 
St., Boston, Mass. 


ALESMEN WANTED—to cover the follow- 

ing territories: Florida, Oklahoma, Arkansas, 
Northern Texas, Utah, New Mexico, Arizona, 
Colorado, by well known manufacturer produc- 
ing a fast selling popular priced line of Boys’ 
and Girls’ shoes. Compensation on a commis- 
sion basis only, payable weekly. Men chosen 
must be well ——yi- Ld the trade, live on the ter- 
ritory, and own a Address $108, & 
ah Recorder, 239 West 39th Street, New York, 





ESTABLISHED In-Stock line quality infants’ 
and children’s shoes, desires representation 
in Metropolitan Area, also South and Midwest. 
Short line. Commission Basis. Tiny Tot Shoe 
Company, Rochester, New York. 








T°? sell high style line of women’s novelties in 
stock that retails at $2.00 for the following 
territories. Western New York, Ohio, Virginia 
and North Carolina, Philadelphia and vicinity. 
Strictly commission basis, can be carried with 
non-conflicting lines. Address $102, care Boot 
: Shoe magerder, 239 West 39th Street, New 
ork, N. 








POSITION WANTED 


CORRECTIVE FOOTWEAR RETAIL. Man- 

ager, Salesman, 27 years’ practical experi- 
ence, Energetic, Managed ~~. Stores in 
New York City, Washington, D. C., Detroit, 
etc. Will go anywhere, Capable of directing 
group of stores. Moderate Sala , highest cre- 
—.. Sidney Newman, 69 ” 38th Street, 





Winpow Trimmer formerly with New York's 
leading Chain Stores, desires Position. Irving 
B. Salzer, 313 West 90th St., New York City 


HAVE been a successful buyer and manager 

of a family shoe department selling well known 
makes of shoes for seven years. I am now 
located in a western town but will go anywhere 
as I desire to make a change. I can furnish 
the best of references, and feel certain that 
I can give enough knowledge to any position 
I take to make it a success. Address $103, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SHOE and Foot Specialist desires to associate 
with retailer or manufacturer of specialized 
quality footwear. College background, physi- 
cally active and mentally alert—somewhat over 
forty — varied experience in merchandising 
footwear, also store management. Integrity un- 
questioned. Address $110, care Boot & Shoe 
as ana 239 West 39th Street, New York, 





WANTED TO PURCHASE 


ARE interested in buying shoe stores. Either 

single store or small chain, ferably in 

middle West or East. Address $104, care 

3 1g Recorder, 239 West 39th Street, New 
ork, é 





PROFIT and opportunity unlimited on my 

unique method preserving baby shoes into 
| Book Ends and Mantel re Instructions 
| very reasonable. Write— E. Watson, Belle- 
| fontaine, Ohio. 


FOR RENT 





To Rent April Ist in Danbury, Conn., 
a store 17’ x 45’ now occupied by the 
Spencer Shoe Store. Good location for 
a Family Shoe Store or $3.00 and 
$4.00 exclusive Women’s Shoes. 
THE WOOSTER SQUARE CO. 
DANBURY, CONN. 











BUSINESS FOR SALE __ 














Shoe lace mfg. co. in operation 
since 1920 to present date. Factory 
for rent—business and equipment 
for sale at advantageous price. Pro- 
prietor has other businesses. 


Address No. 107, care BOOT & SHOE RE- 
CORDER, 239 West 39th Street, New York, N. Y. 














PATENT ATTORNEY 








i . records searc’ 
for ANY lavention or Trade Mark 











A. P. Wolf Moves Business 


West BeNnpb, Wis.—Arthur P. Wolf, 
proprietor of Wolf’s Shoe store, is 
moving his business from the Schubert 
Building, here, to larger quarters in 
the Herbert Fuge Building. Mr. Wolf 
has been engaged in the retail shoe 
business for 17 years. 








address should be counted. 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


um charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


When a box number is desired twelve words should be added for the address. In all other cases each word of the 


display classified advertisements is $5.00 an inch with a maximum of 46 words. 
advance. 


SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “¥® 











re Foe  — » -~ 


—s 


BOOT anv SHOE RECORDER, January 28, 1939 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 
ew? will buy surplus or pe of cheese 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 

106 Duane St. New York 
Phene WOrth 2-£377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y 
Telephone WORTH 2-5180-518! 








En e 
Stocks. Also hoes such as 
Walk-Over, 


. Enna-Jettick, Vital 
ity, Arch fi Bos. 
tonia 


Preserver, Quality, 
ns, Stetson, Red Cross, Nunn-Bush, Ete. 
[RVIN RUBIN 
“The House of Jobe”’ 
88 Reade St.. Cor. Church 
Ybone Barclay 7-7887 New York City 

















Obituaries 


William T. Gaui 


Boston, Mass.—lIn the death of Wil- 
liam T. Gaul, New England has lost 
one of its best known salesmen, wel! 
known to shoe buyers throughout the 
East, South and Southwest, through 
which territory he had traveled for 
sixteen years as the representative of 
the C. A. Grosvenor Shoe Company, of 
Worcester, Mass. He was active in 
association affairs, popular with his 
competitors and of invaluable aid to 
those with whom he did business. Num- 
bered among his accounts were whole- 
salers, chain stores, department stores 
and big independent retailers from 
Philadelphia to Texas. 

Mr. Gaul’s only survivor is a sister, 
Mrs. John A. McCarty, of 15 Oak Hill 
Road, Waltham, Mass., who wishes to 
thank his many friends for the deeply 
appreciated messages of - sympathy 
which she has received. 


George P. Crafts 


MANCHESTER, N. H. — George P. 
Crafts, president and treasurer of the 
shoe manufacturing company which 
bears his name, and which he organ- 
ized in 1901, died January 19, at the 
age of 86. He is believed to have been 
the oldest active shoe manufacturer in 
the country. Funeral services were 
held at his home, 91 Bay Street, Sat- 
urday, January 21, followed by inter- 
ment in the Linwood Cemetery, Haver- 
hill, Mass. 

Mr. Crafts, whose interests were 
many and varied, was the first presi- 
dent of the Intervale Golf Club of this 


city; was a member of the board of 
directors of the Amoskeag National 
Bank, the New Hampshire Fire Insur- 
ance Company, the Amoskeag Trust 
Company and the Amoskeag Invest- 
ment Company, and a trustee of the 
Elliott Hospital, Manchester Y. M. 
C. A., Mechanic Savings Bank and the 
Manchester Historical Society. 

He is survived by a daughter, Mrs. 
John R. Burleigh, of Brookline, Mass., 
and by two grandsons. 


Llewellyn R. Record 


St. Lours—Llewellyn R. Record, who 
for the past 17 years has represented 
Johnson, Stephens & Shinkle Shoe Co. 
in the northwest, traveling from the 
Twin Cities to the Dakotas, Montana, 
Idaho, Utah and Wyoming, and who 
was one of the best known shoe travel- 
ers covering that territory, died Janu- 
ary 11 at the Miller Hospital, in St. 
Paul, after a brief illness. 

Mr. Record was a resident of St. Paul 
for forty years, and sold shoes in the 
northwest during that period. He was 
a member of Summit lodge 163, A. F. 
& A. M.; Paladin commandery, Knights 
Templar; the Scottish Rite, and the 
Osman Temple Shrine. 

Surviving are his widow, Mrs. Louise 
B. Record; a son, John A. Record of 
St. Paul; a daughter, Mrs. F. M. Hayes 
of Minneapolis, and a brother, Wynn 
Record of Sebatus, Me. 


George H. Marsh 


HOLDEN, Mass.—George H. Marsh, 
58, traffic manager of Heywood Boot 
& Shoe Co., of Worcester, died January 
18 in Holden District Hospital after an 
illness of several weeks. 

He was with the boot and shoe com- 
pany for 40 years. Before becoming 
traffic manager, he had been one of the 
company’s leading buyers. He was a 
member of First Baptist Church, an 
honorary member of Holden Fire De- 
partment, director of the Holden Dis- 
trict Hospital and a member of An- 
choria Lodge, 1.0.0.F. of Worcester, 
and Holden Board of Public Welfare. 

Surviving are his widow, two sons, 
Kendall H. and Austin L. Marsh, and 
five brothers. 


William C. Tobin 


Utica, N. Y.—William C. Tobin, un- 
til a few years ago a director of the 
Endicott-Johnson Corp. and sales man- 
ager of their Boston office, died at Wo- 
burn, Mass., January 17. Prior to 
1905 he was a shoe manufacturer at 
West Winfield, N. Y., and went with 
Endicott-Johnson to become superin- 
tendent of their Fine Welt factory. He 
moved to Boston in 1915 and became 
a director of the Endicott-Johnson 
Corp. in 1923. He retired three years 
ago because of ill health. 

His son, Emory Tobin, is employed 
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MERCHANTS’ NEEDS 





PROVIDE FOOT COMFORT 


with the original 
SHOE DOCTOR SHRINKERS 


Roller type devices 


FOOT COMFORT easily 
provided for hard-to-fit or 
abnormal feet. Our Shoe 
Doctor Shrinkers when used 
with our specially 
pared fluids, give 
proper fit to shoes which 
fit large around the top 
slip at the heel, or gap at 
the sides. Any fullness or 
wrinkles in leather or fab- 
ric are easily shrunk with- 
out harm. 





| 

PAT WO eRe ( 

| $12.50 

Curved type tron 
Special combination offer $25.00 (fluids in- 
cluded in above prices) f.o.b. Indianapolis, 
indiana. 


Rastern Representative: Charles Henry Brown 
& Son, Marbridge Bidg.. New York City. 


Send your order or write for detail information 


E. C. SMELTZER CO. 


12! EK. Gist Street, Indianapolis, ind. 





IAL AY IDE 
Shoe it - Shaping Devices 


Alter Shoes to Fit 
Abnormal Feet 


Make the nece ssary 
fitting adjustments to provide 


foot comfort 


DUNDE SHOE RE-SHAPING DEVICES, INC 


by the same company. The burial at 
Utica, N. Y., was attended by members 
of the Boston sales office and execu- 
tives from Endicott. 


William R. Ketchum 


PoRTAGE, Wis.—William B. Ketchum, 
88, owner of the Ketchum Boot & 
Hosiery Shop, died recently at his home 
here. He had been connected with the 
retail shoe business in Portage since 
1880, and founded that firm in 1895. 

For the past few years Mr. Ketchum 
had not been active in business affairs. 
The business has been carried on by 
his daughters, Lalah and Rhea Ket- 
chum. He was well-known throughout 
the state as an enthusiastic and suc- 
cessful fisherman. 





